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ADVERTISER'S WEEKLY 


SAVES 


mee | LETTERS | Sete 


SILK SCREEN |. | SILK SCREEN 
/ PRINTING | TO THE EDITOR }{ PRINTING 
y 


DISPLAY —— SS ce ee en ne b DISPLAY 
GRAG u Ltd of radio over here in the hands understood that the Ministry of CRAPPY ltd 


NO COLOUR BLOCKS REQUIRED the B.B.C. hierarchy who live Labour at present have no classi LONG OR SHORT RUNS 
SMALL MAKE-READY COSTS in a world apart from the masses __ fied figures later than 1947, and ACCURATE REGISTRATION 
RING BRI. 7871 (4 LINES) of our country And it seems arc now working on those for RING BRI.7871(4LINES) 
88 ACRE LANE LONDON S.W2. that he believes that a// air time July 1948. Do the figures quoted 88 ACRE LANE LONDON SW2 


in the U.S.A. is sponsored. It is by the Bristol Evening Post refer 


a not; about one-third is devoted to July 1, 1948 If so, why thi ‘ f 
"4 “p to public service” broadcasts jo they describe them as “Bristol monthly returns oO occupa 
Answer To Robt. public servic dc ‘ describe the oor - 
t 18 strange that he should in Area 1949°”" ional trends to obtain figures 


s} le ‘ 
Hutchir trude upo ur radio problems We advertisers, and our agents. apolicable to 1949. It must be 
is ime when borne in mind that figures are J 


a very scrious and require statistics, but the source 


Sin,--From my experience, and ry is going on and of figures should always be given frequently = tilable at local 
it is considerable, some of the re rec »%§ for sponsored and the bases of all classifications levels before saey become avail 
marks made by Robert M radio untry have been defined exactly. We want facts, able na onary 
Hutchins in his B.B.C, Quarterly submi te e shall. | hope, not but please let them be facts that We are always pleased to supply 
article (ADVERTISER'S WEEKLY be by what he has can be checked information about the lucrative 
February 16) are misleading seemingly, written for the B.B« E. A. LEVER Bristol - ad South-West area 

He states that “only 23:2 per B. CHARLES-DEAN, Roundabout House which is fully covered by the cir 
cent listen in to Soap Opera hours Masseine Director, 415, Banbury Rd., Oxford culsties area of the Bristol Even 
and during this time the other Moviesram Filme ing Post “9 is of considerable help 
76-8 per cent do not listen in at 3 Albemarle St.. W.1 to our esearch Department to 


all because there is nothing else to : — And The Reply know the kind of information re 


listen to” and in the same breath on~-R ts wetiivies to tnoe quired by advertisers and their 
Ac‘ually most Americans do not e . : ae a agents and the form in which it 
listen to the radio even when it is Readership Survey that the marketing imormation should be presented to them 
turned on.” The first part of this O P B . t ! _ m duced as a pemm or — W. E. KNIGHT 
is nonsense, because 23-2 per cent if ristoe: cs 1 “epee « 4 ya — Advertisement Manager 
: listener (unwilling) — coverage Some Criticisms hone mmc gens egy Evening Post 
| ' ‘ . vening Post, is subject to intel Silver Street. Bristol 1. 
would not justify the cost of time lizent stud sd critici:m by ad- . 
on the air, and the tecond part Sin, —1 have been reading with a2 “~~ a] Pte - - Y as ; 
is exploded by a sight of pro interest, the “Readership Survey ps a Bs meg woh t. E . = oe 
gramme logs published in the Bristol 1949" issued recently by xt ie hes a a -- - t nnecessary 
? Press His third remark is the Bristol Evening Post The points . nas en itioned will re D li ti _ 
- puerile if only because radio in newspaper states that this survey ditic > fama attention in the next up tcatton 
his country is operated by private was undertaken by a group of = Mr. ene erect im aseum- Sin,—I wonder if 1 may sug 
enterprise and that if people did impartial Lavestigators nag eras dicts oe « bes i to gest that you remind your readers 
not listen in, radio would be out On pages 19 and 20 of the sur pie —_ me ee a that the whole of the Nuffield 
of business vey, they show “Bristol Districts ire Postal Dist sets, and _ do Organisation publicity is central 
He continues that “American ind) Income Group he "ies naan pig ren = ised at Cowley, and has been 
; audiences suspect that radio could Districts” are presumably postal — pian a ——— ws since March 1948. The accounts 
; do better than it is." Many here districts, but certain income omnes he ' ep hace vi — es that we handle are Morris cars 
: think the same about the B.B.«C groups are shown each, with found “y , 25 poate nas oe r and vans, Wolseley, Riley and 
: as they do about the theatr out a word of explanation as to ae . m te = The method = 41G. cars, Morris-Commercial 
H films, music and art. This is very way these a illocated to th adopted was as follows vehicles, Nuffield tractors, Morris 
; human, and, | imagine, almost respective distric One of our research ques marine and industrial engines and 
; universal. In the U.S.A, a spon Did t grou» of impartial tions sought the occupation of S.U. carburetters 
sor has to be certain that he imnve als rateable t head f each household 1 mention this because so many 
pleases his listeners, otherwise he va il SK ures ust ! answers given, together publishers whe sending promo 
suffers sales-resistanc Thisis one ected Owing tot housing wil } cogused ra of tion matter address as many as 
reason why America plans its ig Did they ask every arnings for trades and profes six or seven envelopes, containing 
radio as it should be, for the hous id our - neome’ sions, gave the necessary mint the same piece of literature, to 
family If so, could the replies received mum figures within the fairly these various companies, and it is 
1 have never heard a pro be trusted Did they get any wide range of Income Group obviously in their interests and 
f ‘re which could fig s from the Inland Revenue classifications mine that this unnecessary dupli 
to by fathers peop If so, 1 or se fas The occupational figures re cation should be eliminated 
mothers and their children ever succeeded in dk » belo f d to are as clearly stated, R. A. BISHOP 
together Controversial adult Or did they just gu If so based on turns of Employ General Publicity Manager 
programmes are put on at night they should have said s ment Insurance Books; they The Nuffield Organisation 
after the teen-agers have gone to Again, on pag 7, they give refer to those issued and ex Cowley, Oxford 
bed Occupationa I ircs Bristo changed at July 1948 In the 
Mr, Watching Suggettion Of Oren TT eceat Be = ak te eC nn ose Lertes 16 Ue 
“subscription radio with Univer that Occupat la ft ar eaistin » this area in 1949 it : 
sity leadership” is not very subtle based on returns of Employment was possible by adju:tment of EDITOR ARE HELD OVER 
propaganda for the continuance Insurance Books.” | have always these figures, in relation to the 


The Listener embraces a QusLiTy 


— lo 


= 15 I, 350 average weekly net sale 1949 


market economically senier sinc Price ne noe s28 
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ADVERTISER'S WEEKLY 


FRUIT SQUASBES 


The bright campaigns for Citrus Products Co. Ltd 
— initial phase of a long-term policy — have been 
so effective in establishing ‘Four Seasons”’ Fruit 
Squashes in public popularity that plans are well 
in hand to introduce a wide new scope into the 
advertising of this brand in the coming year. 


See GREENLY’S about ADVERTISING 


INCORPORATED PRACTITIONERS IN ADVERTISING 
Greenly's Limited, 5, Chancery Lane, London, W.C.2. Telephone: Holborn 8490 
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Present circulation figures—the highest for over 30 years— 


“ 


prove the ascendancy of Home Notes in the ‘home market’! 


The penetrat:ve strength. of this popular middle-class weekly 


WOE eee hlg eee Oe Heeened. For more than § 


fifty years shrewd space-buyers have ear-marked Home 
Nodes as the family magazine that’s unquestionably § y 
right for all products with a ‘home appeal.’ To 
ensure all-important continuity for your announcements 


make your reservations in Home Notes NOW! 


Sweekly net sale over} 


o29,000 


STUART HIANDER, ADVERTISEMENT DIRECTOR, GEORGE NEWNES LTD.. TOWER HOUSE, SOUTHAMPTON STREET. LONDON, W.C.2. TEMPLE BAR 4363 (40 LiVés) 
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Nousewives 
tN 


NORTHERN IRELAND 


How Newspapers Will Tell The 


General Election Story 


“MAIL” TO PRINT SIMULTANEOUSLY 


Newspapers, national and 
provincial, will go all-out to give 
the election results tomorrow 
(Friday) and Saturday 

Advertisement space in the 
Star and Evening Standard, and 
probably in the Daily Graphic, 
may be restricted in issues 
carrying results 

Some nationals are using extra 
pages to carry the results 
Some expect to carry the election 
story without disturbing normal 
procedure, others have made 
claborate plans to provide an 
election service both in_ their 
news columns and by other 
means 

4 spectacular service is being 
offered by the Daily Mail,” 
which claims to be the first 
British newspaper to be printed 
simultaneously in four centres 
London, Manchester, Edinburgh 
and Bristol 

At Bristol the 
Bristol Evening 
used 

There will be an eight-page 
issue On Friday, and on election 
night Daily Mail election screens 
giving munute-to-minute results 
will operate from 2 


plant of the 
World is being 


Il p.m. to 2 
im. in London and 12 provincial 
centres. In addition results will 
be relayed in 33 cinemas in 
London and the provinces 

The Times on Saturday will be 
24 pages, largest issue since 1939 
and will include a 12-page elec- 
tion supplement. Printing of the 
Friday issue will be delayed to 
cover early results as fully as pos- 
sible, and distribution arrange- 
ments readjusted 

The Daily Telegraph 
publish results im its 
edition, and a special 8-page 
supplement on Saturday giving 
the complete list. Its information 


will 
Friday 


A.A. LUNCHEON DATE 

The next official luncheon of 
the Advertising Association will 
be held at Claridges Hotel, Lon- 
don, W.1, on Thursday, March 23 


offices in London and Manchester 
will operate a 24-hour service. 
and illuminated screens will be 
mantained in both centres 

About 2,000 guests, including 
many distinguished personages. 
have been invited to the Daily 
Telegraph reception at the Savoy 
Hote!, London, to-night (Thurs- 
day), for an election party 

Ingenious methods have been 
devised for showing election re- 
sults as they come in Guest» 
will be entertained to music while 
votes are being counted 

The News Chronicle is publish- 
ing a ten-page issue on Saturday, 
which will contain a complete 
guide to the results. 

The Daily Mirror expects to 
“take the election in its stride.” 
and is making no special arrange- 
ments. 

The Daily Express is establish- 
ing local centres where last 
minute results will be added to 
main editions by bush machine 
or hand-stamped into the Stop 
Press column 

The Daily Herald is publishing 
an &8-page paper on Saturday 
giving full results 


The Gaumont Cinema, Ham 


IN FOUR CITIES 


mersmith, has been 
by the West London 
and The Indicator 
night for the declaration of 
results The public will be 
admitted free and entertainment 
provided during waits. Mr. Roy 
Hardy is the announcer 


F.B.L. To Pu Publish 
Own Journal 


The Federation of 
Industries, whose journal has 
hitherto been incorporated in 
British Industries, is to publish 
its own monthly. Entitled F.B/ 
Review, it will appear in May 

British Industries will be 
handled henceforth by its owners, 
Colin Turner (London) Lid., as 
a Separate publication devoted 
entirely to the expansion of 
British trade. Colin Turner will 
continue as advertisemnt repre 
sentatives of F.B/. Review 

Mr. F. L. Stevens, hitherto 
editor of British Industries, will 
now edit F.BJ. Review, and will 
have as assistant Mr. N. H 
Blundell, formerly editor of 
Esso Employee News 


taken over 
Chronicle 
for clection 


British 


Compliance With Code Made New 
Condition Of Agency Recognition 


N.P.A. 


Advertising agencies having 
joint recognition have been 
notified by the Joint Advertise- 
ment Committee of the N_PLA 
and Newspaper Society that 
conditions of recognition have 
been amended by the addition 
of a clause as follows 

“That it (the agency) will 
conform to and support the 
provisions of the British Code of 
Standards in relation to the 
Advertising of Medicines and 
Treatments.” 


N.S. JOINT AD. COMMITTEE ACTION 


It is expected that agencies 
separately recognised by the 
N.P.A. or Newspaper Society 
will shortly receive a similar 
notification 

The communication from the 
Joint Committee is in the form 
of a request to agencies to 
submit a new application for 
recognition The additional 
clause is referred to in the form 
of application, and is the only 
new one 


John Clarke 
Is “Pictorial” 


Ad, Manager 


Mr. John Clarke, publicity 
manager of the Daily Mirror and 
the Sunday Pictorial, has been 
appointed advertisement manager 
of the Sunday Pictorial 

He will 
take up his 
appointment 
on March 1 
but will con 
tinue for the 
time being. 
to act as 
publicity 
manager of 
both papers 

certaimly 
until the 
c om pletion 
of the Daily 
Mirror Na 
tional Table 
Tennis 
Tournament at the Royal Albert 
Hall on April 25, the Swnday 
Pictorial Film Garden Party on 
June 17 and the 1950 National 
Exhibition of Children’s Art 

Mr. Clarke, who is 34, joined 
the Mirror and the Pictorial in 
August lust year from Ford 
Motor Co., where he was head of 
the creative and journalistic side 
of publicity and public relations 
activities at home and abroad 

Previously he was an accounts 
executive with Alfred Pemberton 
Lid. to which agency he returned 
in early 1946 after six years in 
khaki. Before the war he was 
also radio chief of Pemberton's, 
writing and producing shows on 
the continental stations. He jouned 
Alfred Pemberton from the News 
Chronicle and The Star 

There has been no official head 
of the Sunday Pictorial advertise 
ment side since the retirement in 
February 1949 of Mr. S&S D 
Nicholls 


LEITRIM SEEKS BAN 


Leitrim County Counci) has 
decided to ask the Minister of 
Justice for the Irish Republic to 
prohibit the importation of 
English Sunday newspapers to 
the Reoublic in view of what was 
termed the “offensive and obscene 
nature of articles appearing in 
them.” 


John Clarke 
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ADVERTISER'S WEEKLY 


PROMOTION FOR PERIODICALS 


“Woman’s Own” Biggest Ever Campaign: 
First “Radio Times” 
Spread For “Woman” 


Considerable promotional 
backing, including substantial 
advertising in the Press, is being 
given to periodicals, especially 
the popular magazines, in pre- 
paration for the lifting of paper 
control on March 1 Several 
big Campaigns are in full swing 
this week 

The biggest advertising cam 
paign ever launched for a Newnes 
publication is now opening for 
Woman's Own, featuring the 
Little Princesses” story 

Yesterday (Wednesday) Newnes 
took the 13 in. xX 5S-column 
space in the Daily Mail; to-day 
(clection day) they have a full 
page in the Daily Graphic and a 
1! in, triple in the News 
Chronicle. To-morrow they have 
a half-page space in the Daily 
Express 

Many provincials are carrying 
the campaign, which will go on 
at equal intensity for several 
weeks Country wide poster 
coverage has been arranged, and 
the message will be carried on 
hundreds of cinema screens, in 
window bills, newsagents’ ban 
ners, and in millions of leaflets 

Woman, for which a heavy 
campaign (including a 4 page in 
colour, a 13 in, x 5 cols. last week 
and a full page in the Daily 
Graphic yesterday) has been run 
ning. has taken the first post-war 
double-page spread in the Radio 
Times appearing on February 24 
Odhams are also using provincial 
dathes and general interest maga 
zines, and posters 

Press advertising is to be used 
by most of the women's journals 
and == monthly magazines of 
Amalgamated Press. Trade Press 
announcements promise advertis 
ing for Home Chat, Popular 
Gardening, Home Companion 


Mlustrated, 
Pictorial Weldon's Ladies 
Journal, Woman's Weekly and 
Woman's Companion. Mr. E.H 
McManners, publicity manager. 
explains that advertising will 
appear on or about the day of 
publication, and will concen- 
trate on particular features in the 
issue 

The Hulton Press scheme for 
Picture Post treats the journal as 
a product, instead of spotlighting 
individual features. Ads. appear 
on Wednesdays in nationals, 
London evenings, and selected 
provincials. All have similar style 
and layout, but following the 
theory that many people read 
more than one paper a day 
Hulton are using different copy 
and illustrations directed at the 
reader of each medium The 
campaign for the February 
(election) issue of Lilliput is now 
coming to an end, but some sup 
port may be given to Housewite 
later 

National Magazine Co. an 
nounce that Harpers’ Bazaar will 
be backed by national Press ad 
vertising, as will Vanity Fair, to 
appear in March 

A new monthly, Circus, will 
appear on April 1, backed by ads 
in the literary weeklies, tube 
posters, and direct mail It will 
comprise 64 pages plus three 
colour covers, type area 6 IM. X 
44 in. First print order will be 
1,000 copies, on art paper, Pub 
lishers are Hubbard Publications 
Lid, 28 Southampton Street 
W.C.2, Mr. John Davenport ts 
editor, and Mr. G. B. Harris, 
formerly advertisement manager 
Horizon, takes charge of adver 
tisements 

it is understood that Newnes 
Silver Star, which was to have 
been published weekly from 
March 6, will remain fortnightly 


Woman 5 Woman's 


“eee, MORE COMES 


| pwiintiiss 
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THURSDAY 


First post-war double pare 


spread in “Radio Times 


| 


“Star” Introduces 


Half-Page Ad. Space 

The Star is to introduce a half- 
page advertisement space on 
Wednesday, for which the rate 
will be £450. Colour will not be 
available. 


. J 
“Dispatch” Half-Page 
al . 
For Rinso 
The Sunday Dispatch re-intro- 
duced a half-page advertisement 
space on Sunday, its first since 
the war. It was for Rinso, placed 
by Lintas Ltd., and coincided with 
a 12-page issue. The space will 
not be available regularly 


Peaauary 23, 1950 


The Daily Telegraph carried 
ten pages on Monday—their 
largest post-war issue—and re- 
introduced the pre-war practice of 


grouping certain categories of 
classified advertisements in a 
whole page. 


“MIRROR” ELECTION 
ROUND-UP 


Described as a new style elec- 
tion round-up, the Daily Mirror 
on Monday carried a double 
page spread entitled “Back Room 
Voices” in which political views 
of some of the employees of the 
paper were given. Among them 
were those of Mr. Charles Cor- 
bett of the advertisement depart- 
ment. 


Members of the Sheffield group, Incorporated Advertising Managers’ 


Association 


visited the “Shetheld Telegraph 


recently, and were 


entertained to luncheon by H. J. Staines, managing director. Speakers 


included H. W. Craddock 


Smith, J. 
Staines, A. J. Bradbury 


1.AM.A 
Stembridge, advertisement manager. 


president, and N. St. John 
Left to right: N. Chappell, F. R 


Ortton, H. W. Craddock, R. Russell, Miss Withers, H. J 
N. St. John Stembridge, H. I 


McGee, Miss 


F. M. Davidson, H. R. Baldrey, R. A. Keir, J. A. Aldrich, A. R. Todd, 


C. H. Dolphin, E. Field-Phillips. 


S. T. Garland Form P.R. Company 


The S. 1. Garland Advertising 
Service Lid. has formed a separ 
ate public relations company. 
with Mr. S. T. Garland as chair 
man and Mr. R. B. Williams 
Thompson as managing director 

Called Sidney-Barton Ltd., it 
will act as public relations and 
publicity consultant to commer- 
cial and industrial firms, technical 
and research associations, and 
national and Government organ- 
isations; operate as consultant 
in works and industrial relations 
including productivity problems, 
and arrange exhibitions, films. 
booklets, and editorial services 

All Garland’s public relations 
activities will be transferred to 
Sidney-Barton. Although the two 


BUSINESS PRINTING 


Mr. George Isaacs, Minister of 
Labour, will open an exhibition 
of “Design in Business Printing.” 
at Murray House Exhibition Hall 
Petty France, London, on 
March 3 

Held under the auspices of the 
Council of Industrial Design and 
the British Federation of Master 
Printers, the exhibition will re- 
main open till April 6. 


companies are separate they will 
work closely together. and 
Sidney-Barton will be able to 
draw on Garland’s layout, copy- 
writing, and other services. 

The two other directors of the 
new company are Mrs. Jennifer 
Ellis and Mr. A. P. Tarryer 
(secretary) 


Should Mercury Consort 
With Minerva ? 

“Should Mercury consort with 
Minerva, and, if so, how?” was 
the title of a dinner-discussion 
between members of the Market 
Research Society and the Adver- 
tising Creative Circle at the 
Chatelain Restaurant, London, 
last Thursday 

Mr. T. Cauter, of the Society, 
and Mr. C. D. Notley, of the 
Circle, were joint chairmen, and 
members of the two bodies spoke 
alternately on the possibilities. of 
co-operation between researchers 
and creative people. 


The Publicity CiuS of Bourn-- 
mouth has affiliated to the Advet- 
tising Association. The Ardente 
Acoustic Laboratories Ltd. has 
also joined the Association. 
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Newspaper Society And 
L.1.P.A. Reach Agreement 


On Cancellations 
PERIOD OF NOTICE IS DEFINED 


The Newspaper Society and 
the Institute of Incorporated 
Practitioners in Advertising have 
reached an agreement concern- 
ing the length of notice to be 
given for the cancellation of an 
ordered advertisement 

The special circumstances of 
provincial and suburban news- 
papers have been taken into con- 
sideration and it has been agreed 
that a minimum of 14 days’ notice 
shall be given for cancellation of 
an advertisement ordered for a 
special or solus position, and a 
minimum of 7 days’ notice for 
cancellation of a run-of-paper 
advertisement. 

The proposals put forward by 
the Newspaper Society have been 
regarded by the LLP.A. as fair 
and reasonable, and all members 
of the LLP.A. have been re- 
quested to comply strictly with 
the terms of the agreement. 

it has been potted out that 
there may be isolated occasions 
when it is not possible for an 
agent to give the length of notice 
required in accordance with the 
agreement, but in such cases it is 
hoped that members of the News- 
paper Society will give sympa 
thetic consideration to the special 
circumstances 

The Institute reciprocally asks 
that members of the Newspaper 


Society will give the longest pos- 
sible notice when the advertise- 
ment order cannot be fulfilled 
and, where possible and desired 
by the advertising agent, arrange 
for a-mutually convenient alter 
native publication. 
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THESE HAVE USED 
EXTRA PAPER 


Up to and including February 
21, the following London morn 
ing and evening papers had 
used the additional newsprint 
allowed them during the current 
rationing period to print the 
number of extra pages stated 


Daily Express 
Daily Herald 
Daily Mail 

News Chronicle 
Daily Graphic 
Evening News 
Evening Standard 
Star 


Transportation Ads.: Glasgow 
Decision Is Deferred 


Glasgow Corporation last week 
deferred decision for two weeks 
on the proposal to permit com 
mercial advertising on the city’s 
transport systems 

; Progressive convenor of 
the Transport Committee agreed 
to a Labour proposal that coun 
cillors not on the committee 
should consider the question. A 
hasty decision, said the Labour 
speaker, would result in tre- 
mendous local resentment 

In view of a reduced attend- 
ance on the Progressive benches, 
writes ADVERTISER'S WEEKLY 
correspondent, the Labour mem- 
bers, opponents for many years 
of the principle of commercial 
advertising, might easily have de 
feated the issue if it had gone 
to a vote 

The Senior Town Clerk Depute 
said that letters of protest against 


No Advertising On The Banks Of 
Southampton Water? 


been visible from ships in the 


No advertising is to be allowed 
on either bank of Southampton 
Water if the local planning 
authority has its way 

That “quite definite” policy 
was affirmed by Mr. D. H. E 
Hockley, deputy area county 
planning officer, when the South- 
West Hampshire Area Planning 
Committee, meeting at Lyndhurst, 
decided to turn down an applica 
tion to erect an advertisement 
sign on Hythe Pier 

It was stated that the applica- 
tion was originally for an illumin- 
ated sign, but that after the Com- 
mittee’s refusal and an appeal, the 
applicants offered to dispense 
with the illumination. The Com- 
mittee, however, were still of the 
opinion that the sign would be 
injurious to the amenity of the 
neighbourhood 

Mr. F. F. Freeth, area planning 
officer, read a letter from the 
Southampton Borough Architect 
«Mr. L. Berger) which stated that 
his Council had already dealt 
with the question of advertising 
on a high building near South- 
ampton Docks, which would have 


River Test, and approval had 
been refused on the ground of 
amenity. 

Mr. Berger wrote: “I am in 
full agreement with your general 
policy of refusing 
signs fronting Southampton 
Water. Despite the increasing in- 
dustrialisation of the banks, the 
approach to Southampton by 
water remains very attractive and 
great loss of amenity would be 
caused by such signs as the pro- 
posed advertisement on the sea- 
ward end of Hythe Pier.” 


20,000 Election 
Schweppigrams 


The Election Schweppigram 
competition run by Clifford 
Bloxham & Partners in the 
Daily Mail recently, pulled 
20,000 replies from two 13 in. x 
§ column and one 11! in. triple 
insertion. A postcard has been 
sent to each entrant advising him 
of the results. There were 35 
winners. 


advertising | 


the proposals had been received 
from a number of organisations, 
particularly churches and tem 
perance bodies. Most objections 
were against advertisements for 
alcoholic liquor 

The matter will come before 
the Corporation on March 2 


Answering a Hereford Citizen 
and Bulletin report, Hereford 
Town Clerk has denied sending 
out advertising contractors’ can- 
vassers or giving ‘hem letters of 
introduction 


ADVERTISER'S WEEKLY 


Transport (1910) 
Is Now 


Tothill Press 


The name of Transport (1910) 
Ltd., has been changed to Tothill 
Press Lid. When the company 
was formed, its publications 
dealt exclusively with the trans 
port industry, but in more recent 
years, with the development of 
its publishing interests, the need 
for a more representative title of 
the company's activities has be 
come evident 

Recently a number of subsidi- 
ary companies of Transport 
(1910) Lid. were wound up and 
the assets transferred to the 
parent company. They included 
the St Margaret's Technical 
Press, Nema Press, the Directory 
Publishing Co., and the Railway 
Publishing Co 

In September 1945, control of 
Transport (1910) Lid. passed to 
Odhams Press 


C.D. Productions Open 
Birmingham Office 
C.D. Productions Ltd., one of 
the companies in City Display 
Organisation, London, has opened 
a Birmingham office, where Mr 
Reg. C. Graveley, who recently 
joined the organisation, is account 
executive for the Midlands 


T. B. BROWNE’S FIRST DINNER-DANCE 


About 150 people were present 
at the Criterion on Tuesday of 
last week as guests of the 
directors of T. B. Browne Ltd.. 
to enjoy the first dinner-dance 
held by the firm for a number of 
years. 

Col. T. B. Browne, chairman, 
who presided, paid tributes to a 
number of long-standing or 
retired members of the staff, and 
described how his father founded 
the firm cighty years ago 

At Col. Browne's suggestion, 
good-will cables were sent to the 
firm's New York and Sydney 
offices 

On behalf of the members of 


the staff (about sixty) and their 
friends present, the directors were 
thanked for renewing the staff 
party by Mr. J. H. Brough, art 
director, who asked Mrs. T. B 
Browne to accept a special gift of 
perfume from the staff. During 
the dinner all the ladies received 
gifts of perfume from the 
directors. 

Among those present 
Messrs. ( H. Browne, 
chairman; R. B. Browne and 
Claude Browne, joint managing 
directors; Col, Wooirych Perowne 
and G. M. Castle, directors, and 
G. A. Castle (senior), director 
now retired 


were 
vice- 


(Keystone photo 


The first dinner-dance of T. B. Browne Lid. since the war was held 


at the Criterion, London, 
Ro iald B Brow re 
Mrs. R. B. Browne 
chairman, € 


director, Mrs. G. M. Castle 


last week 
joint managing director, Miss R.M.1.C. Perowne, 
J. Rowbottom, Mrs. J. Rowbeottom, T. B. Browne, 
Collins, Claude M. Browne 
Claude H. Browne 


Picture shows, left to right 


vice-chairman, G 
joim 


A. Castle, 
managing 


director, Mrs. T. B. Browne, Woolrych Perowne, director, Mrs. C. H. 
Browne, Miss H. Glanville, George M. Castle, director. 
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Hu. D 


Fuller 


The British Federation of 
Master Printers, as briefly stated 
im last week's Stop Press column 
has announced the winners of its 
Gold Medal Layout Competition, 
1949 

The gold medallist (Class J) is 
Mr. Hugh Dennis Fuller, 27-year 
old production manager, Victory 


Press, Elim Publishing Co., Lid 
Clapham. Silver medallist (Class 
tl) is Mr. Dennis G. Jones, aged 
17. of Wellington Press, Gale & 


Polden Lid., Aldershot; he was 


Master Printers’ 


Gold Medal 
Oo eda 
— in the 
tion organised by the Regent 
4 Street Association and the Coun 
ayout Contest oof dat Dei wh 
- s ents 


cates will be sent shortly to those 
qualifying 

Selected layouts will be ex 
hibited as follows: February 20 
28 at the Wellington Press, Gale 
& Polden Ltd... Aldershot; March 

6 at the annual Young 
Master Printers’ Conference 
Buxton; March 17- April 1—at 
the Central School of Arts and 
Crafts, Southampton Row, W.C.1 
ind = jater in the library at 
Federation headquarters 

The list of awards, in addition 


Nigh tt 


Winning advertisements: Lett 


over 2l Rielt 


ilso highly commended in Class | 
Competitors were required to 
submit two layouts: a catalogue, 
8 pp. complete including cover. 
in two colours, and a full page 
two-colour sdvertisement for 
publication subject “Metal 
Equipment tor Food Shops.” 


The examiners state in their re 
port that they “considered that 
from an advertising point of view 
the use of illustration im the ad 
vertisement and on the cover of 
he catalogue was desirable. They 
were very pleased, however, as 
printers, to find that a number of 
competitors had decided to rely 
chiefly on typography. and to use 
iustration only where Wt was 
made compulsory by the condi 
tions. Some of these competitors 
whieved really excellent selling 
effects by the use of lettering type 
only.” 

Presentation of the gold and 
silver medals will be made by Mr 
C. E. Pitman, Federation presi 
dent, at the quarterly council 
luncheon on Tuesday, April 18, at 
the Connaught Rooms. Certifi 


gold 


silver medal 


medal, Class 1, for competitors 
Class Il, for under 21's 


to those already mentioned. is as 
follows 
CLASS I 
Hiehly Commended 
“WdhHE ; 


Fepruary 23, 1950 
R.C.A. Students 
Dressed Best 
Windows 


Student designers of the Roya! 
College of Art were the winners 
window display competi 


dressed shop windows 
in Regent Street Judging was 
carried out on Monday The 
winning team decorated the win- 
: , dow of Lawley'’s Lid 
a @ Fee gt Altogether, 35 teams from 21 
k ‘ x . art schools and institutes com- 
risit R ay peted. Runners-up were Becken 
- ham Schoo! of Art (Scandinavian 
Air Lines’ window), with City of 
Canterbury College of Arts and 
Crafts (Hurseal Ltd.), third 
The judges, who expressed their 
, satisfaction at the high standard 
HW »), M. Walker (W. S of displays. were: Mr. Gerald 
f Barry, director-general, Festival 
uetn tak. Renee DY of Britain; Mr. D. St. Julian- 
tres Bown, chairman, British Display 
Association, display consultant to 
CLASS I W. H. Smith & Sons; Sir Charles 
Highly Commended fennyson, president, British Dis 
D ¢ rn wts | Drug Lt play Association; and Miss 
~~“ wor Audrey Withers, editor, Vogue 


rf . = . 
RPE dy BRITISH PLASTICS 
beet ! ¢ <1 er - “s -] T 
—s . EXHIBITION 
‘ em \ British Plastics Exhibition 
4 wey , Ha < and Convention are to be held 
ir it Olympia, in June 195] 
~ It will be the first trade exhibi 
representing the whole in 
dustry, and while primarily for 
the trade, will be open also to 
the public 


‘ Press | i 4 & Marris hon 


; Lectures, discussions and films 
A! se : , will cover all aspects of materials 
production and applications 
4 The exhibition and convention 
; are being organised, in co-opera 
Nout | Work u tion with the British Plastics 

* Federation, by British Plastics 
(Associated Hiffe Press) 


Erwin, Wasey Executive Trainee 
Policy: Graduates Preferred 


In view of their specialised ap 
proach to advertising, with its 
emphasis on marketing and mer 
Erwin, Wasey & Co 


Ltd., attach greater importance to 


departments and are given a 
thorough groundwork in market 
ind consumer research, including 
actual door-to-door canvassing 
ind retailer checking 

This practice has been in oper 
ition for the past year and mem 
bers of the higher executive report 


chandising 


the trained mind than to exper: 
ence when selecting tramees for 


future executive staff 


ths the results are extremely 

th ure therefore adopting a at 2 ws 3 . 
sromising 

new exveculive trainee poles pre i 8 

> The following have recently 

Posts on the junior executive staff . 

oo mee helen OF Smelt om joined Erwin, Wasey under this 

afte y < E hile ‘ ‘ ¢ 

| r scheme: Messrs. W. K. T. Drake 

clusively ny 


graduates from 
Oxford. Cambr dex and London B.Sc Economics (London Uni 
Universities versity); R. Mortimer, B.A. (Cam 
bridge University); G. Westrop 

Qualifications required are a B.A. (Oxford University): C. R 
whew Robinson B.Sc Economics 
(London University); Muss F 
Baldwin, B.A. (Oxford Univer 


through all sity) 


economics, al 
though an arts degree is preferred 
& : 


for certain posts 


degree in 


Trainees ire pul 
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CLUB NEWS 


Ad. Men Are In “Battle 
Line”, Says General 


You and your like are in the 
battle line to-day, and | and my 
kind are in the background.” 

This was how Lt-Gen. Sir 
Frederick Morgan described the 
respective roles of the publicity 
man and the soldier in a talk 
which he called “Publicity and the 
Phoney Peace” to the Publicity 
Club of London at the Waldorf 
Hote! on Monday 

Believing that the “men in the 
Kremlin” are dominated by the 
requirements of “security,” 
General Morgan said that we also 
must try to secure ourselves. But 
whereas they withheld informa 
tion from their people. we must 
tell the truth, the whole truth 
and nothing but the truth, The 
facts about Communism could be 
obtained from newspapers, books, 
and from the thousands of men 
and women who have escaped 
from it 

General Morgan. said that a 
far more devastating weapon than 
bombs or tanks was the simple 
which aimed at 

the heart and 


EDITORS CAN HELP 
ADVERTISING 
Addressing a luncheon meeting 
of the Publicity Club of Leeds 
last Thursday on Advertising 
Must Pay Its Way.” Mr. A 
Morgan - Williams managing 
director, Design Advertising Ltd., 
Leeds, said that before advertis 
ing could pay its Way it was vital 
to know how it worked 
In view of the hatred for ad 
vertising felt by many in this 
country, editors can render use 
sid in their columns,” he said 


home radio set 
the real objective 


is possible to create a 
ealthter and more friendly feel- 
ng towards advertisers In the 
U.S.A. the Americans regard ad 
vertising as a part of their life 
ind reason why we 
should not follow suit 
; that we shall 
American 
will 


there i no 


build 
advertis 
these 


leve 
Anglo 
that 


Ww tean solve 


! 
problems 


At the first annual dance of the 
Berks and Bucks Publicity Club, 
held at Slough. P. J. Halsey (chair 
Mrs. Halse left). D 


Embley (hon. secretary) 


Mrs. W. FE. Damm 


man) and 
€ ourtney 


and 


mind and head of every man 
woman, and child But yr 
Russians were impervious to our 
radio propaganda; only those 
who could be trusted were given 
radio sets, moreover jamming had 
now reached a high state of effi- 
ciency. And while we had given 
Italy “co-belligerency” and had 
promised Austria . independence 
we had not yet “found a theme 
song” for Germany 

Col. George Warden, chairman 
presided over a large and appre- 
ciative audience that included 
noted military visitors 


“Big Advertising In 
U.S. Needed” 


We have got to become big ad- 
vertsers in the Canadian and 
American markets, said Mr 
Donald McCullough, of _ the 
Federation of British Industries. 
when he addressed the Berks and 
Bucks Publicity Club last Thurs 
day At the same time we knew 
that every penny spent would 
have to be approved by the 
Treasury, It all had to be paid 
for in dollars 

After pointing out that the 
economic situation offered a 
special challenge to all in adver 
tising, publicity and public rela 
tions, Mr. McCullough § said 
“Most of us, when our ideas 
have proved less successful than 
usual, have been able to say in 
soothing tones that it was all 
good for prestige 

“But in the dollar market the 
arts and crafts of advertising are 
facing the test of a lifetime.” 


Mr. C. R. Bibby. of Dalgarno 
Ltd.. process engravers, Liver 
pool, at the recent Publicity Club 
of Ireland lunch brought greet 
ings from the Publicity Club of 
Liverpool. 


Ait Regent Club dance for N._ABS 
Shelton, Brian L. Baker, Mrs 
Pat Meyrick, Leslie 


At the 
Slough Chamber of 
Publicity Club: W. H. FP. Geffers 
Donald McCullough, Federation of 
Hoover Lid. Sinclair Wood 
Fleck, Institute of industrial 


Commerce 


Berks and Bucks Clah meetine 
British 


chairman; D4 
Administration 


ADVERTISER'S WEEKLY 


Left to right: Brian Reece, Joy 


Robertson-Macdonald, Kenneth Pounds, 
Latchford (see 


page 750) 


John Peck, 
and Bucks 


Left to right 
Embley, Berks 
Institute of Management, 
British Industries; C. H. Crowlie, 
Caniwell, 1S M.A G 
H. Rofl, Institute of 


Personnel Management 


INTERN ATIONAL FEDERATION MEETS 


The first general meeting of the 
Federation International des 
Clubs de Publicité, formed in 
Paris last December, was held at 
Amsterdam from February 10 to 
12. The host club was the Club 
van Veertig ("40 Club”), and the 
presiding officer was G. Eric 
Bouwmeester 

About thirty 
France, Belgrum 
Spain No British Clubs are 
members of the F.LC.P., but three 
delegates from the Publicity ¢ lub 
of London attended Messrs 
John Rosswick, Leon Goodman, 
und Charles W. Stokes 


attended from 
Holland and 


Neweastle Orators Beat Liverpool 


Newcastle beat Liverpool in 
the first round of the National 
Public Speaking Contest at New 
castle last week 

Representing Liverpool were 
Messrs. W. H. Wilde. director of 
a Liverpool advertising agency 
Ernest Booth advertisement 
manager Liverpool Evening 
Express; and Mr A. Vv Faux 
area manager of a railway adver 
trsing company 

Newcastle Publicity Club were 
represented by Messrs. W 
Miller. of the advertising depart 
ment of Associated Lead Manu 
facturers Ltd.; A. Cormic, Press 
advertising manager, Doig Adver- 
tising Service; and Major J. E. W 
Woodman, publicity executive 

Mr. Miller was adjudged the 
best individual speaker 

The judecs were Messrs. H 


Redhead, of Redhead’s Advertis 
ing Ltd; T. H. Campbell Ward 
law, solicitor; and R. Gallant, of 
Leeds Publicity Club 

Newcastle = to 
Club at Leeds m 
round 


Leeds 
second 


meet 
the 


Southampton Mayor 
Appeals To Club 


Southampton could be greatly 
publicised by members of the 
Southampton Publicity Club so 
that tourists would remain there 
instead of passing from a liner 
straight into a waiting train, said 
the Mayor of Southampton, Ald 
P. W. Blanchard, and club presi 
dent, at the club meeting last 
week 

Mr. F. W. Hodgson, chairman 
said the club might be of use 


As an adjunct to the sessions 
was an exhibition of Dutch ad 
vertising art, opened by the 
Burgomaster of Amsterdam. The 
Club van Veertig organised the 
final dinner and dance 


6,000 P.R.O.s For 
Advertising 


Co-ordination of the «x thou- 
sand members of publicity clubs 
throughout the country, and the 
building up of strong public re- 
lations for advertising, to fight 
the controls and restrictions, were 
advocated by Mr. W. R. Balch, 
a director of W. H. Gollings and 
Associates Lid. in an address to 
the Advertising Club of Oxford 
last week 


Regent Club Will 
Hear Tate 


Mr. F. H. Tate, director of 
Tate & Lyle Lid. will address 
the Regent Advertising Club on 
The Sugar Industry and 
Nationalisation™ on Wednesday, 
at the Royal Society of Arts hall 

His talk will be illustrated by 
a thirty-minute film, “Crystal 
Clear.” 

The Publicity Club of London 
squash section will meet a Sund 
ridge Park Squash Club team 
next Tuesday 


MORE CLUB NEWS ON 
PAGE 350 
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L. M. Horne Chairman 
Of “Whitby Gazette” 
Company 
Hillier Succeeds 
Colston Shepherd 
At Air League 


Garrott Joins 
Grant Advertising 
As Art Director 


Following the death of Mr. 
Frederick W. Horne, his grand- 
son, Lienel Mackenzie Horne, has 
been appointed chairman of 
Horne & Son Ltd., proprietors of 
the Whithy Gazette 

Mr. L, M. Horne is 29. Fora 
few months before the war he 
worked’under Mr. Pred. Slaughter 
in Kemsley House. Owing to the 
death of his father, Mr. Wm. M 
Horne, in the war years he re- 
turned to Whitby on being dis- 
charged from the Army in 1945 
Like his father he is connected 
with the business and advertising 
side of the family firm. 
* * * 


Frank Hillier has been ap- 
pointed secretary-general of the 
Air League of the British Empire, 
in succession 
to E. Colston 
S hepherd, 
who has re- 
signed. Mr. 
Hillier will 
be responsi- 
ble for the 
p ro duction 
of Air 
Affairs, and 
the Air 


He was 
recently 
Frank Hillier public rela- 
tions con- 

troller of British South American 
Airways, where he was in charge 
of advertising, publicity and 
Press relations, and before that 
publicity controller of British 
Overseas Airways for seven years 

$ * * 


Miss N. D. Wheeler, copy and 
editorial manager, Bentalls Ltd., 
of Kingston-on-Thames, becomes 
advertising manager, Lillywhites 
Litd., on Monday. She joined the 
advertising department of 
Harrods Lid. in 1946, and went 
to Bentalls as fashion copywriter 
a year later. Mrs. Kathy Conner 
is to take charge of copy and 
editorial at Bentalls Ltd 

* 7 * 


M. A, Chavasse, who has been 
in charge of the Cardiff office of 
Glovers Advertising since 1946 
has been appointed London man 
ager. He joined Glovers Adver 
tising in 1936, returning to thera 
after war service and a period as 
a P.R.O. to the Control Com- 
mission in Germany 
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Arnold Hard 


Arnold Hard, 50 Years In Journalism, 


Miss N. D. Wheeler 


R. C. Hazell 


Honoured By Textile Trade Press 


Musical honours and speeches 
of congratulation were accorded 
to Arnold Hard, founder and 
editor of Maker-Up and Manu- 
facturing Clothier, who has com- 
pleted fifty years in journalism, 
when he presided over the annual 
luncheon given by the textile 
Press to “Chapta”, the Clothing 
and Allied Trades appeal for the 
Cottage Homes and the Porters 
Benevolent Association, at 
Claridges Hotel, last week 

Among those who attended 


Albert A. Asher, who has been 
in the publicity department of the 
Daily Express for five years, has 
been appointed publicity mana- 
ger. He has carried out the duties 
of this post for some months, fol- 
lowing the promotion of H. W. 
Atkins to general manager, Sun- 
day Express Mr. Asher was 
formerly with the Waste Paper 
Recovery Association, and earlier 
with the Evening News 

* * * 

N. C. Atkins, West Africa Pub 
licity Lid. returns this week to 
Lagos, Nigeria, to take over the 
management of the Lagos, Accra 
and Freetown branches of the 
company during the leave of the 
manager, H. Harris. 

While in this country Mr 
Atkins has renewed old friend- 
ships at Export Advertising Ser- 
vice Ltd. 

* > * 

Eric Garrott has joined the 
London office of Grant Adver- 
tising Litd., as art director 

Refore the war he was artist 
and visualiser for Carlton Artists 
Ltd. He was an infantry camou- 
flage instructor in 1942, and, in 
the following year, became an 
officia! war artist and correspon- 
dent After demobilisation, he 
became art director for L. A 
Strong (India) Ltd. He has only 
recently returned to this country 


were Andrew Milne and B. C. 
Cooper, Drapers' Record; G. 
Thornton Bridgewater, Women's 
Wear News; 3. G. Weston and 
E. Joyce, Fashion Trade Weekly; 
Elizabeth Wray, Fashions and 
Fabrics; Hans Juda, Ambassador; 
and Ray Peyton, Apparel Pro- 
duction (who also represented 
Gordon Watkins, director of 
Tailor & Cutter). W. , 
Corsetry and Underwear, cabled 
congratulations from the West 
Indies. 


M. J. Buckmaster, for 2! years 
with the Ford Motor Co., has 
been appointed P.R.O. He has 
had wide sales and service ex- 
perience on the Continent, was 
for three years assistant Manager 
of the French Ford Co., and since 
the war has acted as liaison 
officer with Dagenham for the 
twelve other continental Ford 
Companies. 

(See Mainly Personal, page 342) 
* * * 

Sheila P. Black has joined 
Condé Nast Publications Ltd. as 
an advertisement representative on 
House & Garden, following the 
appointment of John Perry as 
advertisement manager. During 
the past year she has been adver- 
tisement manager of Childhood. 


M. A. Chavasse 
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Ralph Hazell Is To 
Resign From Two 
Chairmanships 
Buckmaster, 21 years 
With Ford, 
Appointed P.R.O. 


Miss N. D. Wheeler 
Becomes Lillywhites 
Ad. Manager 


After 54 years with the com- 
pany, Ralph C. Hazell is w re- 
sign the chairmanship of Hazell, 
Watson & Viney Ltd. on March 
31. Colonel O. V. Viney becomes 
chairman, and T. R. Watker 
deputy chairman, from April 1. 
Mr. Hazell will, at the request 
of the Board, continue as a 
director. 

Mr. Hazell is also resigning 
from the chairmanship of Sun 
Printers Ltd., but will continue 
as a director. Colonel Viney 
succeeds him as chairman, and 
E. W. Hunter continues as deputy 
chairman of Sun Printers Ltd. 

* * * 

Desmond Preston, sales and 
advertising manager, James 
Beattie, Ltd., the Wolverhampton 
departmental store, has en 
promoted to general sales mana- 
ger, as from March 1. As part 
of a new management policy, he 
will combine the functions of 
merchandise manager and sales 
manager. 

Assisting him will be R, D. 
Merriman, former assistant secre- 
tary, and Phillip Costello, who 
will be merchandise accountant 
and assistant advertising manager 
respectively. W. G. Morrison, 
display manager, is to be pro- 
motion and display manager. 

* * * 

Roger Falk, director-general 
British Export Trade Research 
Organisation, will leave on March 
11 for a three-weeks’ visit to the 
U.S.A. and Canada to meet Betro 
personnel in Washington and 
Toronto, and extend his contacts. 

* * * 

Captain A. J. Ketley is sales 
supervisor of City Display Co 
Ltd., the parent company, and 
not of City Display Organisation, 
as stated last week. 
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LORD WOOLTON 


on CONSERVATIVE POLICY 


MORGAN PHILLIPS 


on LABOUR’S CLAIMS 


ELLIOTT DODDS 


on THE LIBERAL VIEW 


G. LINDLEY SPARKES - ADVERTISEMENT DIRECTOR - 114 FLEET ST. EC4 
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Advertiser's 
Weekly 


Fepauary 23, 1950 


this should be one of the foremost objectives of the club movement. 
But thought as well as action must be co-ordinated. When 
advertising men and women talk about advertising to outside 
audiences they must speak with authority and say the same things. 
They must be well briefed. Here the Advertising Association could 
help by preparing and circulating a handbook for club members 
Stating in simple terms the facts about advertising as they should 


180 Fleet Street, E.C.4 


«¢ A Year Post Free 


"Phone: Chancery 8844 


45'- Overseas 
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Agencies And The Code 


DVERTISING agencies, it appears, must in future, as a 

condition of recognition, undertake to conform to, and 

support, the British Code of Standards in relation to the 
Advertising of Medicines and Treatments. 


be presented to various types of audience. 


To-morrow’s Topics 


To concLupe that, because not 
all national newspapers have yet 
taken full advantage of the extra 
newsprint made available during 


other levels, or outside industry. 
For years a spate of inspired 
propaganda has been designed to 
denigrate business. It is 


. , the current ration- suggested that an opinion sur- 
This does not, of course, imply that agencies generally seek to «MORE BIG ing period, they do vey, to find out just how far this 
challenge its provisions. On the contrary, the [.1.P.A., with the PAPERS not all need more, propaganda has succeeded, and 


approval of every reputable agency, was among the bodies that 
sponsored the Code, and is represented on its committee. But 
there are many agencies not members of the [.1.P.A., and therefore 
not committed by its adherence. And the new rule means, if read 
literally, as is doubtless intended, that an agency risks losing 
recognition if it places with any medium copy that infringes the 
Code. 

The British Medical Association, in its recent memorandum 
Suggesting improvements to the Code, expressed the view that at 
that time “disciplinary powers for enforcement were insufficient” 
This move by the N.P.A,.. and the Newspaper Society will narrow 
the scope of evasion. Already the advertising business has done 
much to clean up the murky corners of its own house. The latest 


Record Of A Principle 


HE Newspaper Society and the L.1.P.A. are to be congratulated 
on the agreement announced this week concerning reasonable 
length of notice for cancellations. Observance of this by agents, 
and corresponding courtesy by newspapers when an order cannot 
be fulfilled, should remedy grievances of long standing 
The agreement may not prove easy to implement. Some ex- 
ceptions there must be; there are genuine problems on both sides; 
and there will always be some agents and advertisers who cancel at 
a late stage for avoidable reasons. 
production difficulties foresight could have obviated; sometimes, 
inexcusably, because of tardy changes of plan. But the two bodies 
concerned have endorsed and placed on record a principle of fair 
and considerate practice to which reference can be made by any 
aggrieved pany when occasion arises. 


6,000 P.R.Os 


N his address to the Publicity Club of Oxford, Mr. W. R. Balch 
made a strong point when he suggested that the six thousand 
club and association members throughout the country should be 
co-ordinated as a public relations army for advertising. To achieve 
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Sometimes this is because of 


would be erron- 
IN MARCH cous. The conces- 

sion extends until 
Easter, and it is believed that 
most of the nationals will by then 
have printed as many larger 
issucs as the paging schedule 
permits. Early spring is normally 
one of the best months for Press 
advertising, and this year March 
and April may be expected to be 
better than usual, for quite a 
few campaigns have been post- 
poned until after the election. It 
is also possible that the result 
of the poll may encourage adver- 


coverage the additional newsprint 
made available for that purpose, 
though those that have printed 
larger papers during the election 
have done the job well This 
goes to emphasise the fact that 
newspaper publishing is a com- 
mercial enterprise, and that size, 
given any degree of freedom in 
newsprint usage, must depend on 
the amount of space advertisers 
will buy, and when. Cost of 
newsprint is also a limiting factor 
—_— _ - 
THOSE WHO BELIEVE that public 
relations for industry offers a 
wide field for future expansion 
of the advertising business should 


read the = article 
BUSINESS 4, : ib. 


“Business and Pub- 


AND PUBLIC lic Opinion” in the 
current issue of 
OPINION 


Future. After not- 

ing that while in- 
dustry at the employers’ level 
maintains (except in those indus- 
tries threatened with nationalisa- 
tion) its traditional reticence, the 
article observes that there has 
been no such inhibition at certain 


the nature of misunderstanding 
and prejudice that needs to be 
combated, should be a prelude to 
the job of re-establishing business 
in the public grace. All appeals 
for better public relations in in- 
dustry are weakened by the fact 
that here is still no commonly 
accepted evidence by which the 
appeal can be rammed home. 

A el = A el 
PUBLISHERS OF British export 
journals say there is a tendency 
for some agents to advise clients, 
when planning overseas advertis- 
ing, to give prefer- 


edict will stand to its credit if ever there is a government-sponsored tisers to spend more freely. CASE FOR ence to media pub- 
/] Consumer Council to investigate what the Labour Party is pleased " net i cleans Pas 4 number EXPORT lished in = » the 
Hy to call “unscrupulous advertising”. nie ie a eg aneleyee Hepeans ces fe See 
v up their extra pages to meet post- JOURNALS = advertising is to be 
i; It would be a triumph indeed if such a body found that there election demand for space. Not directed. This ad- 
i was no "aanrapeous wasncemtedl to nonetigets. all have devoted to election 


vice may be sound when it is de- 
sired to expand sales in a geo- 
graphically limited market, but 
it would be a great mistake to 
under-estimate the value of well- 
established export journals 

Advertising must be concen- 
trated if it is to be effective with- 
out waste, but the nature of con- 
centration must vary according 
to the campaign. In some cases 
concentration must be on a 
selected area; in others, it is better 
to concentrate on a carefully 
selected readership, over a much 
wider field. For the former, local 
media may give best results; for 
the latter, the export journal has 
a good claim, because it reaches 
just the key people who count in 
the market for a particular com- 
modity or range of commodities. 
For example, an export journal 
in the engineering field goes only 
to potential buyers of engineer- 
ing products; one in the field of 
consumer goods will be distri- 
buted to a selected list of recipi- 
erits that will include the heads 
of mers stores 


fe» ( ROUND TABLE 


) De ee 4 <. ed res 


NET SALE IN EXCESS OF 50,000 A MONTH. THE NATIONAL MAGAZINE CO. LTD. 28/30 “GROSV ENOR GARDENS, LONDON, $W.1 
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W ere changing our name... and, shame c- 
to say, we’re marrying for money! For we .N 
know that our enthusiastic and growing reader- A 
ship of 40,000 will be still further increased SA 
by affirming publicly our lifelong bond with 

all forms of motoring. MOTORING is first 

in the hands of every new owner of a 

Nuffield car, and gives authoritative guidance, 

both in editorial and advertising columns. 

That is one of the many reasons why it is a 

most effective advertising medium. 
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HY does an organisa- 

tion of unimpeachable 

integrity send out a mai!- 
ing shot appealing for funds, 
ask for the return of some 
material of real intrinsic value 
but fail to send a follow up? 

Is this some new twist in tech- 
nique, 4n experiment in method” 
Or is it due to a mistaken idea 
that it would be wrong to press 
people who are unwilling to 
give? Perhaps it is merely due to 
a fault in the records. Anyway, 
this is what happened: 

On January 18 I received at my 
home a letter from the London 
Union of Mixed Clubs and Girls’ 
Clubs, of which Queen Mary is 
patron. It was signed in facsimile 
by Miss Margaret Bondfield, the 
president The name and 
address had been matched in 
The letter asked me to read “the 
enclosed booklet.” This is in 
appearance like a large passport, 
or a building society pass-book 
It consists of a stiff blue leather- 


SOUTH WALES ECHO 


Where Is The 
Follow - Up? 


of the Union. Inside are two 
printed pages headed “Our Aims, 
and how we achieve them.” Then 
there are six pages of blank paper 
headed “Donors’ Names,” The 
letter asked me to write my name 
in the booklet and return it with 
my cheque 

Now this booklet already 
contains four names, signatures, 
each undoubtedly originals and 


PRINT REVIEW 
by 


Brian Hilton | 


written with different pens and 
different inks. The booklet, 
therefore has some value, not 
only because it must have been 
relatively expensive to produce, 
but because those signatures 
represent an investment of capital 


Op ee 
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ADVERTISEMENT MANAGER : G. S. REAY 


LONDON OFFICE : 176 FLEET STREET. Te!. Centra! /459 
MANAGER : GEORGE J. STUDD 


and time and can 
be put to work 
elsewhere. 

I did nothing at 
all about this letter, 
waiting to see what 
the organisers 
would do as a 
follow-up 
possibly relied on 
me to send the 
booklet back be- 
cause it has some 
value; even if I did not want to 
contribute to their funds at least 
I would not hinder their cause by 
withholding those valuable signa- 
tures. 

Well, I didn’t send it back, and 
a month later had still heard 
nothing more. 

Now was this booklet sent out 
in large numbers with the same 
signatures, copied off by four 
clerks using different writing 
materials—with the permission of 
the owners, of course? If so, the 
loss of one set might not be 
important. But there still ought 
to have been a follow-up in much 
less than four weeks. 

* . * 

EaSTBOURNE is being marketed 
as a holiday resort with great 
energy and resource. Print is 
playing its part. The latest thing 
is a set of seven folders. The 
main content is the same through- 
out, but copy is varied for specific 
requirements as the leaflets are 
being distributed by direct mail, 
through travel agents, through 
Cook's airlines, coach companies 
and women’s magazines. 

Director of Publicity John 
Batten, has gone to great trouble 
to match his copy to _ his 
prospects, and is to be congratu- 
lated. But does he really mean 
that Eastbourne had “seven hours 
(of sunshine) every day for the 
first ten months of 1949?” 
Doesn't he mean a daily average 


of seven hours of sunshine? 
Somebody might want his money 
back if he didn’t get seven 
hours! 

* * . 


For ENGLISH-SPEAKING holiday 
makers French Railways have 
produced a series of five folders, 
printed offset in fine colour. The 
whole of the back of each sheet 
measuring 9 inches by 164 
inches, is devoted to a pictorial- 
relief map in full colour. Maps 
such as this have an irresistible 
fascination for most people. By 
showing the forests, castles, 
mountains and rivers pictorially 
in perspective one can save 
hundreds of words of copy and 
do the job much better. 

French Railways also issue a 
new booklet well laced with 


Eastbourne is being marketed as a holiday 
resort with great energy and resource. 
an example of the print which is being used. 


This is 


colour pictures of holiday centres. 
Again there are not many words; 
they are not necessary. 

French railways can afford 
more money on guide books than 
places like, say Ramsgate, or even 
the massive organisation of 
Thomas Cook and Sons. The 
Ramsgate holiday guide for 1950 
follows familiar lines with our 
old friend the ram leaping the 
gate as its motif. Of its 76 pages 
only 28 are editorial, the rest 
are ads. for hotels and boarding 
houses, which are quite a useful 
part of any holiday guide though 
not at all spectacular. 

* * * 


THomas Coox’s have produced 
once more their clutch of book- 
lets and leaflets which enable so 


many thousands of people to 
enjoy the pleasures of foreign 
travel while sitting by their 


February fires. Cook's have got 
this sort of thing worked out to 
the last picture and the last franc. 
They rarely introduce anything 
novel into their print, but their 
standard is uniformly high. By 
this time they must have an 
immense ubrary of pictures and 
other material. They also have 
some very alert minds in their 
publicity organisation. Their 
conventionality is, therefore, not 
due either to lack of information 
or resources (remember that they 
established the convention). It 
must be due to the evidence 
provided by the flow of inquiries, 
and, what is equally important, 
the rate of conversion of inquiries 
into orders. It may be too fatally 
easy and expensive to distribute 
books of magnificent pictures to 
people who like the picture books 
but have not the remotest idea 
of travelling. 
* * * 


A DELIBERATELY old-fashioned 
look has been given to a leaflet 
describing the mew Mazda 
“Mellow” fluorescent lamps. It 
is printed in sepia and buff, has 
a cover picture in which there is 
a manservant in livery and is 
typographically of an era ‘way 
back. The intention, presumably, 
is to suggest that this newest of 
lighting media has the grace and 
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a few figures of interest... 


ADIO TIME 


A.B.C. Average weekly 7 092 280 
net sales 1948 .. 2... 5 5 

A.B.C. Average weekly 7 765 301 
fd Lee | j 

AN AVERAGE INCREASE OF .. . 673,081 

per week 


The Average weekly figure for JANUARY 1950 is well over 


ADVERTISEMENT RATES ARE STILL BASED ON _ 7,000,000 


ONE INSERTION IN THE RADIC TIMES 
IS A NATIONAL CAMPAIGN FOR A WEEK 


Advertisement Department. BBC Publications, Broadcasting House, Portland Place, London, W.1 
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quer 


Print Review—continued. 


charm of a bygone age. 
Interesting, very! 


+ . * 


Back to pre-war print luxury 
is a broadside for the Royal Mail 
liner “Alcantara.” Printed on a 
heavy art paper are 18 fine colour 
photographs of the ship and her 
accommodation Every other 
consideration is overwhelmed by 
the sheer weight of pictorial 
interest, so that to criticise any 
detail would be a work of supero- 
gation. This mass of colour is 
like a vast piece of irridescent 
jewellery, and in its way as 
magnificent as the ship herself. 
It was printed by The Mendip 
Press. 

. . 7 


How EFFECTIVE a modest piece 
of print can be is demonstrated 
by Achille Serre, who have sent 
out a 16-page 44 in. by 34 in. fly 
booklet describing their dry 
cleaning process. The theme of 
the booklet is defined in the title 
“The Care We Take with Your 
Cleaning.” The booklet takes 
the reader on a quick tour of the 
works. Descriptive text faces 
page-size pictures. The job is 
set in Gill The inside eight 
pages are printed in black, red, 
and yellow—which last is used 
only in solid mass for back- 
grounds. The text is written in 
an artless style which convinces 
by its sincerity. 


* * * 


Lewooun CiLorHes Lrp. have 
published a smart 32-page book- 
let showing their models, together 
with prices. Layout and sketches 
are lively, and evidently great 
care has been taken to get the 
right colours for the garments. 
The first two pages, which carry 
“Louella’s fashion secrets,” are 
by way of an introduction but 
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“Deliberately old-fashioned . . . 
presumably the intention is to 
suggest that the newest of lighting 
has the charm of a bygone age.” 


are spoiled by printing type over 
a stipple tint in process red which 
so breaks up the type that it is 
difficult to read. Somebody was 
a bit too clever here. Once past 
this, however, the booklet gathers 
pace and maintains interest. It 
was designed by C. P. Wakefield 
Ltd., and printed by Chas. F. 
Ince and Sons Ltd. 


* * * 


Linotyre & Macwuinery Lp, 
have published a 16-page book- 
let of which each of 14 pages is 
set in a different face. Its purpose 
is to provide a comparison of 
various book faces. The new 
Linotype typeface, Caledonia, is 
included, together with old 
favourites. A very handy and use- 
ful publication of interest to 
publishers, printers and designers 


More Public Service Advertising 
In The United States 


The remarkable growth of pub- 
lic service advertising in America 
is disclosed in a report by Mr. 
T. S. Repplier, president, Adver- 
tising Council, Inc 

Last year about 140 companies 
participated every month in the 
programme of advertising given 
by business to help in such 
causes as the reduction of road 
accidents, lessening of group pre- 
judices, and the selling of U.S. 
Saving Bonds 

Total number of articles on 
Council campaigns ordered by 
newspapers increased from 
222.837 in 1947, to 466.867 in 
1948, and $10,049 in 1949 

Campaigns for this year will 
support the Decennial Census, 
the American Red Cross and the 


Community Chests. In addition 


to other major campaigns there 
will be supplementary service to 
some thirty projects, including 


' the American Heart Association. 


One short but widely accepted 
Council campaign during 1949 
was “Religion in American Life,” 
which, carried on from Novem- 
ber | through Thanksgiving, 
urged attendance at divine ser- 
vice. During that period 2,913 
advertisements were scheduled 
by 480 papers, 5,005 posters were 
ordered, 10,000 car cards were 
asked for by local groups and 
radio messages were carried on 
every leading network pro- 
gramme. 


em 


The Irish Government has an- 
nounced that it will make grants 
up to £235 each to Irish manu- 
facturers wishing to make dis- 
plays at the International Trade 
Fair to be held in Chicago on 
August 7—19. The payment Is 
intended to defray the cost of 
renting space and providing the 
basic uniform display equipment. 
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FreeRUARY 


A Zanton Photo 


Time to read the Pic \¥ eon 


Before it’s time for most families to get up, the Sunday Pictorial has 


been pushed through the letter-box of millions of homes all over the \ 
country. During the leisured hours which follow, it will be read, and read 
thoroughly, by every member of the family. More than 5,000,000 copies of 
the Sunday Pictorial are sold each week. Scientific Publicity Limited and their 
clients Smiths English Clocks took this vast family readership into account when 


they decided to advertise in the Sunday Pictorial. The Sunday Pictorial scores where 


cost of space is concerned, too. Its space rate is now .71d. per inch per thousand. 


Sunday Pictorial 
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‘VERY industry has its per- 

plexities, and advertising is 
no exception. It has more 
than its share of unknown 
quantities, and this is particu- 
larly true of the media side of 
the business. The exasperating 
thing is that the share is so 
needlessly large. 

“Needlessly” is no idie word. 
There are some publications, 
though few, alas, that do tell the 
agent and the advertiser some- 
thing of their background. The 
inference is that if some can do 
this, others can too, but just 
won't, Some have good cause to 
lurk among the shadows, others 
none. Why then this excessive re- 
ticence among those of clear con- 
science? 


Advertiser Has 
Right To Know 


We all have our ideas. But 
whatever they may be, the fact 
remains that even in this factual 
age the advertiser has only the 
haziest idea of what he is getting 
for his money when he pays for 
his inch of space. He has a 
right to know. He pays hard, 
solid cash and in return should 
get hard, solid facts about the 
space he buys, not a lot of vague 
whimsicalities on a pretty pro- 
motion leaflet. 

Small wonder, then, that the 
Hulton Survey is the juiciest bone 
of contention in advertising to- 
day. Some scorn it, some revere 
it, the majority pucker their brows 
in puzziement. But at least it is 
a lead, and while some bask in 
its sunshine and others seck the 
oblivion beyond its glare, it is a 
direct incentive to every publisher 
to come out into the open with 
his facts and figures. 

Statistical surveys of this 
nature must always be treated 
with respect and care. Statistics 
can prove so much so surprisingly 
that they must be marked 
“Danger"—like dynamite, which 
can be used for good or ill 
“There are,” said Disraeli, “three 
kinds of lies—lies, damned lies 
and statistics.” 

The chief value of this Survey. 
other than those of challenge and 
innovation, is that it reiterates 
fundamental truths of media 
and memory does need an 
occasional jog. It is believed 
generally, for example, that 
the Daily Mirror sells largely 
to young ladies and the 
Daily Graphic to rather older 


A Media 
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Planner Looks 
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At The Hulton Survey 


ones. 


These facts are neatly con- 
firmed. Perhaps, too, we believe 
the Daily Telegraph to be a busi 


ness-man's paper with a good 
home readership as well. It is, 
and the women readers out- 
number the men. We may not 
have realised that but we can 


believe it. But can we un- 
reservedly do likewise of The 
Times or the Observer or the 


Sunday Times?—the Sunday Ex- 
press and Sunday Dispatch ap- 
parently have more men than 
women readers, but in all social 
classes, from A to E. women have 
the majority; so here, it seems, a 
nice littl female readership 
phenomenon awaits the atten- 
tion of the social scrutineers 

It is questionable that 25-4 per 
cent of the male AB-class popula- 
ton aged 25-44 reads the Sunday 
Pictorial, or that 24 per cent of the 
female populace of the same age 
and class apply themselves on 
Sunday to the News of the World. 
And it cannot be believed that 
the highest proportionate reader- 
ship of the Daily Worker is 
among DE-class men of 65 and 
more when three columns further 
on Unmarried under-35's lead 
the ficld. But the Survey says 
that all these things are so 

These are small holes to pick. 
but significant. In genera! the 
tables throw valuable light on 
readership, which should always 
be viewed alongside circulation, 
and make a handy and very 
legible (albeit cumbrous) refer- 
ence book. Circulation, after all 
is the only tangible measure of 
strength, and certainly the main 
foundation on which-any paper 
may fairly base its advertising 
costs 


Omissions To Be 
Regretted 


The omission from the tables 
of the Manchester Guerdian 
Daily Dispatch, Yorkshire Post 
Scotsman, Glasgow Herald and 
Daily Record is a pity. These, it 
seems, are regional papers. But 
so are the Empire News and 
Sunday Chronicie, and perhaps 
more particularly the Sunday 
Post, Sunday Mail and Sunday 
Sun, which are all included 

The most credible tables are 
probably Nos. 18-21 which ram 
home hard that the public is not 
wholly addicted to morning 
papers, evening papers, Sunday 
papers or the monthly magazines 
These tables tell us that unless 


the schedule for a nationally dis 


By IAIN LYON, of W. S. Crawford Ltd. 


tributed article embodies all Press 
media groups, someone will not 
be told about it. The case for 
posters and other forms of media 
seems clear. 

But the tables which define the 
reading habits of various sections 
of the population—the gardeners, 
cyclists, car-owners and beauty- 
conscious women—are the ones 
which most amaze, 

These are interesting, but of 
less certain value. For instance, 
it was put to me recently that the 


table on cyclists is well-nigh 
useless. I agree. What is a 
cyclist? In the table the species 


is subdivided into Regular and 


counties from that of another, 
and so on. Uniformity, import- 
ant but despised, is needed too. 
Advertisers pay too much for 
space of which they know too 
little. Real facts are wanted, not 
grandiloquent platitudes on “The 
cream of the discerning public” 
and “The discriminating house- 
wife who knows the best and 
insists upon it.” That is blarney, 
and the quantity and quality of 
this commodity that gushes from 
promotion-desks is awful. 

The motives behind the Hulton 
Survey are obscure, for it an- 
nually involves much work and 
money. Are they philanthropic 


A critical assessment by a contributor who spends 
every day trying to estimate the merits of individual 
media. “*These tables,”’ he concludes, “‘are not a creed, 
but they do form a very useful guide, which can only 

be used in conjunction with experience.” ; 


Occasional practitioners, But it 
does not further dissect the Regu- 
lar into those who cycle for love, 
swooping through the country 
lanes on Sundays, and those who 
find a bike the handiest way of 
getting to their work. Even if it 
did its worth would still be scant. 
Products indigenous to bicycles 
and their riders are not so vast 
in number 

Except to the makers of a few 
specialised products the reading 
habits of dog, cat and canary 
owners are dull data, and cigar 
ette-smokers abound so in all 
walks of life that to treat them 
as a Class apart seems silly. Yet 
the Survey tells of both. To 
treat of chocolate-eaters would 
have no less point. . 

All the tables relate to the 
proportional reading habits of the 
population and as such are of 
definite use. But of greater 
worth would be an analysis by 
sex, age, class and region of the 
actual readers of each publica- 
tion. This is fundamental, badly 
needed and usually lacking. Only 
the publishers can help here. 
Several do tell where their copies 
go and many more would do so 
if wholesalers would reveal their 
distribution But even where 
figures are quoted the distribu- 
tion areas are usually dissimilar 

-one publisher's definition of 
the Midlands differing by several 


~ public-spirited even in the 
nature of advertisement? Why 
are comparisons regularly drawn 
between the Farmer & Stock- 
breeder and Farmers’ Weekly 
while no other class publications 
are so treated? Even in the 
Car Owner table there is no 
whisper of any motoring paper. 


To sum up, these tables are not 
acreed. But they do form a very 
useful guide, which can be used 
only in conjunction with experi- 
ence. They are like the sea, full 
of strange things, credible and 
otherwise, with quicksand, vortex 
and rock to imperil the unwary. 
We must navigate with great care 


Hungary Saw British 


Journals 


The British Council in Buda- 
pest states that an exhibition of 
British periodicals held there for 
16 days in December was at- 
tended by nearly 2,000 people. 
This was the first exhibition of its 
kind and one of the most impor- 
tant ever to be held in Hungary. 
Many of the periodicals had 
never been seen there before. 
among them various reviews on 
international subjects, history 
and the social services, children’s 
magazines and new technical and 
scientific publications. 
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_fitnouncing the 
BRITISH PLASTICS 


EXHIBITION & CONVENTION 


OLYMPIA, JUNE, 1951 


HE first trade Exhibition of Britain’s entire plastics industry will be held 

in the National Hall, Olympia, during June, 1951. Whilst the nation’s 

achievements are on show to the world in the Festival of Britain, the 
plastics industry will be able to stage an impressive demonstration of its con- 
tribution to modern industrial progress. 
Organised by BriTisH PLASTICS, ai Associated Iliffe Press Ltd. journal, 
with the co-operation of the British Plastics Federation, the Exhibition will 
be open to all British firms who produce, mould and fabricate plastics 
materials, or who supply raw materials or equipment to the plastics industry. 
A Convention, held concurrently, will provide for authoritative discussions on 
the technical, applicd and general aspects of the industry. 
Intensive publicity, based on experience gained by other Dorset House 
journals in the promotion of highly successful National exhibitions, will be 
employed to attract industrialists and trade buyers from all over the world. 
Exhibition plans and details will be available later. Meanwhile, enquiries 
should be addressed to The Business Manager, British Plastics Exhibition, 
Dorset House, Stamford Street, London, S.E.1. Waterloo 3333 (60 Hines). 


ORGANISED BY 


THE JOURNAL OF THE PLASTICS INDUSTRY 


Other National Exhibitions organised by Dorset House journals ;— Mechanical 
Handling Exhibition, Olympia, 1948 and 1950; National Poultry Show, 1945-1950 
(Olympia 1948-50); National Exhibition of Cage Birds 1940-1950 (Olympia 1950); 
London Nursing & Midwifery Exhibition, Seymour Hall, 19 79-1950 
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) sit in at a “briefing” con- 
ference between advertiser 
and agent 1s an experience not 
often enjoyed by a third party. 
When the spokesman for the 
client is such a vital personality 
as Ralph Judson, head of the 
B.B.C. publications advertise- 
ment department, it becomes an 
experience quite unique. 
A few days ago, Mr. Judson 
met executives of Gordon & 


| Oe re nae RADIO TIMES 


The Editor Sits-In At A 


Briefing Conference 


Gotch Advertising Lid. for a 
final briefing before the start in 
April of the 1950 advertising pro- 
motion campaigns for the Radio 
Times, for The Listener, and for 
London Calling, the B.B.C. over- 
seas journal, now carrying adver- 
tisements for the first time since 
before the war. Presiding was 
Mr. L. W. Berrill, Gordon & 
Gotch chairman, with whom were 
the managing director, Mr 
J. H,. A. Cocks, and eight other 
executives. The editor of Apver- 
TIseR'’S WEEKLY was there as a 
privileged observer 

The conference opened very 
pleasantly indeed, for Mr. Judson 
announced that every one of the 
agency's layouts had been ac- 
cepted “without qualification or 
quibble” by the B.B.C. publica- 
tions committee. The whole job 
was entirely satisfactory, and he 
was “charmed” with the layouts 
and copy. The provisional plac 
ing scheme was also approved 

The agency men smilingly sup 
pressed sighs of relief. Evidently, 
even in the best agency circles, it 


Example of a “Radio Times 
trade advertisement appearing in 
the Pharmaceutical Journal 
This called attention of retailers 
to a forthcoming advertisement in 
Radio Times” for Dettol 


The conference in progress 
‘Advertiser's Weekly, 


(Keystone photo 


left to right: front row, the editor of 
J. H. A. Cocks, L. W. Berrill, Ralph Judson, 
R. Mumford; back row, F. Ryan, C. J. H. Kelley, D. G. Hazard, 


D. Coward, C. J. Gossling, W. A. Mann, W. D. Britt. 


does not always happen so! 

Then Mr. Judson outlined the 
policy behind the advertisements 
Radio Times, he emphasised, 
should be regarded as a shop 
window. “We're not trying to sell 
space. We're tfying to sell goods,” 
was how he put it. This is why 
most of the appropriation would 
be devoted to the trade scheme, 
by which Radio Times took 
space in trade journals to call 
attention to forthcoming adver- 
tisements in its Own paper 

He explained the origin of, and 
reasons for, this scheme. Adver- 
tisers could not be expected to 


Radio Times unless their distri- 
bution was right They might 
even create a demand that would 
be satisfied by their competitors! 
For Radio Times to ensure that 
this did not happen was a self- 
insurance against dissatisfied ad- 
vertisers. So Radio Times 
boosted the advertiser to the 
retail trade before the public saw 
his advertisement This service 
was not a quid pro quo, and was 
only available to regular adver- 
tisers 

Mr. Judson also talked about 
Radio Times itself. With more 
Paper soon, its size might average 


29-30 KINGLY STREET - OXFORD CIRCUS - LONDON W.! 


by advertising in the 


GOOD TIMING in every printing job calls 
for clockwork efficiency combined with sound 
workmanship and these in turn demand 
responsible personal attention from start to 
finish. This is a service which we have given 
to National Advertisers for 36 years. We 
create ana produce original showcards, 
posters, cut-outs and novelties by every 
known process. A director is at your service 
— contact us at REGent 3295-6. 


diilinctive sheoweards, clover cul-culd ty i A R R ss S 


REG 3295-s 


about 44 pages, including nine of 
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Did 
You See 


f The Sketch 
, Newsreel 


Picture 


on the 
1e.? 


Do you see the double page T.V. illus- 
trated feature by Cyril Butcher in each 
issue ? 

T.V. is but one of the regular contents 
of this entertaining paper which caters 
for those who want the best out of life 
... and can well afford to pay for it. 


Whether you sell T.V. ‘or what have 
you,’ The SKETCH is a paper to use 
dominantly and consistently. Nearly all 
available full-colour space for 1950 is 
already sold, but there is merit and 
opportunity in using Black and White 
in this up-and-coming colourful paper. 


REY PHIL 
slth House, New Oxford Street, London, W 


HOL bern 6955 


Common 


The Editor Sits-I[n—continued 


advertisements; occasionally, it 
might go up to 48, including 11 
of advertisements. There would 
still be comparatively little space, 
only the best advertisers would 
be accepted and standards would 
not be weakened Sales had 
reached eight million and were 
going to nine, but rates were still 
based on seven. 

Next, he spoke about London 
Calling. “We have decided to put 
this on a commercial basis, but 


| we know we shall have a job to 


make it pay because advertising 
space must be limited to keep 
down bulk,” he said. “Our in- 
tention is to make it the Radio 
Times of the world, Our whole 
energy will be directed to making 
it effective, and it must be adver- 
tised. It is going to be a very 
important advertising medium 
for exporters.” 


By the time Mr. Judson had 


| finished telling how London Cail- 
| ing would become a medium 


through which, following in the 
footsteps of British short-wave 
broadcasting, the whole world 


Fepeuamy 23, 1950 


would be told about the British 
way of life and British products, 
he had everyoue present feeling 
that it was his duty as a patriotic 
Englishman to work day and 
night, if need be, to make the 
journal realise his ambitions. And 
these are not modest, for he 
reckoned its potential circulation 
in millions, and made a cogent 
case for his opinion. 

There followed some down-to- 
earth discussion about the story 
to be told to space buyers, a pro- 
posed broadsheet, and suchlike, 
after which the conference broke 
up with an invitation to all pre- 
sent to visit Bush House and see 
the overseas services of the B.B.C. 
in operation. 

One felt that something far 
more than a mere business rela- 
tionship had been established; 
that agent and client would work 
together in the realisation that 
what the agency was doing was a 
service not only to the client but 
to the nation. Which should be 
true, of course, of every adver- 
tising campaign, whatever it is 
designed to sell.—C.D.R. 


Ideal Home Sign In Piccadilly 


Was A Combined Operation 


For a number of years, 
Dominant Sites Ltd. have pro- 
vided a display for the Ideal 
Home Exhibition on a number 


| of their London bulletin sites. 
| This year, the Daily Mail were 


anxious to have something in the 
heart of the West End 

By arrangement with Mr. 
Nelson, of Outdoor Publicity 


| Ltd., on behalf of their clients, 


Gala of London, and working in 
co-operation with Mr. Goodyear, 
of S, H. Benson Ltd., agents for 


| the Exhibition, Dominant Sites 


were able to offer their Piccadilly 
site. 


The photograph below shows 
the display illuminated after dark. 


The germ of the idea was con- 


| ceived as a rough scribble, from 


which was produced a_ pencil 
drawing and then a detailed scale 
model, the central theme being a 
house built in relief, with interior 
lighting and smoking chimneys 
The project presented many prob- 
lems, tO overcome which the site 


had to be adapted and the struc- 
ture rebuilt. All this involved a 
vast amount of work, which could 
not have been completed in time 
without the wholehearted co- 
operation of the various service 
companies—electricity, gas and 
water. But it was accomplished, 
the sign illuminated, and the 
smoke producing equipment in 
operation on February 10. 

The Piccadilly sign is 38 feet 
long and 17 feet 6 inches deep, 
and the Swallow Street return 
30 feet long by the same depth. 

Mr. L. A. Millo was in charge 
of production, Portland Studios 
were responsible for the studio 
work, Replicards Ltd. for model 
production, Speedway Sign Ser- 
vice for painting and construc- 
tion, Berkeley Electrical Engineer- 
ing Co. for electrical installation, 
Industrial and Domestic Installa- 
tions Ltd. for smoke and combus- 
tion plant, and Graham White 
Ltd. were the electrical engineers. 
Dominant Sites Ltd. were, of 
course, the contractors. 
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Clothes | by Dorville 
i ) 
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Yeu eculd 
if you hiked... 
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REV- ROBE" § 


Ce me one 


the crafty art of appealing to the feminine mind is well understood by 


E V E R E T T S a good agency by all accounts 


EVERETTS ADVERTISING LTD + 10 HERTFORD STREET + LONDON WI + GROSVENOR 3477 


Everetts are also responsible for the advertising of 1.c.1. METALS AND FERTILISERS; [LPORD FILMS; ACCURIST WATCHES; BOR MARTIN'S PRODUCTS; FERBANTI 
RADIO AND TELEVISION, ROTHMAN CIGARETTES; ZINC DEVELOPMENT ASSOCIATION; BOOTS PURE DELG CO. LTD. (National and Medical Press); xaspoman 
OFFER, CHUBB SAFES AND LOCKS, BRITISH DRUG HOUSES LTD.; WESTON'S BISCUITS, OURESCO P ANT THE BOON OM.ST | MOSTON SUNDOUR FPARBICS, etx 


. ‘ oe <ie ot RN al > her aa * “ Cae ; ae — : ae : 
aa « a . i 
+o — = a = ~ ~ 
; | ; 
‘ a 
. ae = SF SSNS OOS SS SE 
ee : pee i 7 
t are : 
‘ iy ' 
5 ¢ Py mo oe al ¥ ers eee) 
a — - | 
te 2 “7 a: a: a Fine f oe! ' av ; 
* Lh é . , i ; , | 
eg ts ‘s BR 4, © . 4 
fee RS ' _ ; 
% a.” 4 | | 
c “x - ® H 4 Prmees Stowe, : - * 7" 
' ’ 2 oe Gaceid Squaw. lente, 8 1 . a. 
A Boe i " ay 
e it ioe “a . Bah Hy ~ 
" ae 4 a of Preah pasees's parton Pane 
? ¥ Ay ia ; ’ = exteey oth wand din cece Cetra) Ga pats Od emmy 8, am tn age egies Ww 7 
: ic; 3 a b : ee fee ew weit whe oh ~~ wn * ES 
5 ok. | = ff. a 
j =? a » & ’ 
: a . a. 
Bae: * a a Y , : * 
y . a —_ from most * ' ; 
4 — ~~ - : 4 a 
ae : > a | & 
— fa oor J c eS 
a % = S . . : eae ‘ ; % 
, RT EE Ee Gee . eee 
es a My 
ae q ri 
H i 
. qn tn eee eee eee eens ‘ — 
O ‘ I t . Re 
ne ond cheat tn. queens aie | Give her a wardrobe she can carry! a * 
ry ~| toe | ij ——; —_ i. 
— = 
< fi > : ' at ee) 
D Pek ett - 
he A = ee LV | Rl 
. ‘= er" v i 4 "| u a 
<< ae : Se m 
Ses eld - nist Med > -_ ~ - \m~ ¥ 2 us t a ee 
eS IT ne = ot ate ES Jr | @..... 12 ontsses j ; 
; Ch —— Pi] ere hea oo mm 
4 J \ ; bpm peerenent ny ney at EL 
by U STD | 2: om mnyetome ‘\ dadagbnnn an A - 
| SS ——— callaeiiememnte oi: penseceeemecwaes ee 
. OW’) ° Jee BN nc att ape iF int. aoe «3 
Nat See nm et tg me | ee en ' | th Tee Wine te cme fem ane tahenp 4 ae 
Pa ol : ee | | oa erm, the atte ubng @ Gen j 2 
: / \ ; y Youlhlines ly we ua 
» 2 & Skinner | . : — Af 
1 00) & CORREn OTF Fe OOP eee HTREET © ReeROre feee Ceeeeerens ; " ——_— . oe 
: aw Oe os ew es coe eewdas aman eesereneseseaceennawenaseneeesmanniammaen ‘—_— 
- wo 
: ee ; 
= : i : 
5) 
| ‘ae 
| | : 
d 
oe “a 
2 Woes » ee Y 2 tes ae Fo eee ee : me, in 7 7 ary ° 7 - ‘ 


ADVERTISER'S WEEKLY 


} 
: 
' 
* 
' 


4 s * \ ad 8 i Wael “a RAD a a: — ae. a ia Se ee 
Pos, ; » 
aie ee 
“Me 340 
Be Pemauary 23, 1950 
oy % oe : a et B sea, 
es es ae oe 
e my Sipe’ be rss a : i iia ‘ ¥y § Sc Oey! ea, 7) Po 
; ee aici + EE —— : pit, | ee Bee 
A : 2 a ee ’ cea ~  cpeaecemeacecte AT ¥ 4 “yea mas ee 4 se 
4 i = i SS a A a ceamamaaa aad : FH = ee kg eo 
av, “4 % 5 the April 1950 te  ¥ , be 
4 _ ie te ae. oS, ia 
il J ae ie Caer ts, 7 , 8 alg 
ei iy . ee e he te: 14 ae ae 
8 Has a e ; 19 ae a ae : 
3 _¥ ; ; (Be: Se ae 
sf k: te ee “SAMY 
a . " 7 * SS | pine. ie ee 
5 mon TWEEN FARMING & ENGINEERING = MMM 
ee] ha 1 ae oe (2 eee - a. 
* * —* my - ‘ ' , a ae = es ‘ 
ioe a ey ’ e joe: Veo oe ne ed | ot. pee <i 
is ae -* * ye 5 ie Pm i a eee : odd 2 rm Best ‘gi 
y ae + ¥. 0.0 SRR SLE: ' : Ss Temes ve ll 
4 i an 4 Me gee, ‘ Pa ee 
if % % 2 Fs t + oe Pee oi J 
“a ,Y on A . > ‘ , 7 i 
"i —— Ee eer oe cd g As Bena Sal 
m, — ‘ . a | ® a } 54 . s aes “ ts 
qo * = r ~ ‘ f ‘ 23 a ¢ +s | a , P on 
oe 1 r 7 iad -- * oe dei erhe a ia. oe Le 
. mie aa od v a an I RE : : pe ee aes 
' ote ; '  Foeg ie. ||. en ili, ee 4 Te iy 
Ps ae / : <A he i .’ ee Se eee dag ae +4 bre ei it tes 
Fa . Pee is <= I; A a =, a 5 I. f 7 4 {Fi 3 Vi ap fae 
— 4 a, < r ; i f q AP ae RB Pe 4s 
vg ee oa ) a ee ee ee 
a — er ia 
er. a ‘ERAS aes "aaa ec Sage ae a. 
ma eS ~ i 8 me sae i a ) ee mee 
Beg al ae Fane ' gay el: Sa Mok: ae Met 
aoe Ceti “i 4 MS areg: eS a See Eee Mee Lae 
— as wa Way, fe ie me vi — eo B. . | ie. ee 
Fe y <- . . vy, alee K “eg cee a i "age ze a : ay ? me. = 
a: le ee ee \ ie ee eee 
zi _ ee > ee See. ; Sama. ‘a oe 
3 a ; en a eS 2. ee > aS ie" ' : ee Ae 
a CC : y 3 Ss is “ie! es ~ 4 a Say ge : 5 iP ras . eed sad 
a es 4 ii nn | ae ee “ha ca : : ‘ a ~ 6 
BR >.” «  2s6e2 Pee a ee 
j ae a) /: sence $e ee 
el Pn uw @ ‘ * * ae - ae PAs ies. > . ; ? i pie 
a . | jn ; . ae 
vs : i. ! Bi gb aaieasaeey 4 
x F ee ye ee 
oti a . U r nN a / 4€ ap 
i : ae ; ee EY 
on “el 7] es ee 
. a B uy 2 see oa *, 
’ “ Yr gee 
ve 3 4 1 % a Pare! ‘3 i 
‘Ss 
aM % 
3 “=i 
a 1 , 
by os 
ot i 5 
as Ba 
ero > 
Pee —— a 
er ee = re | ae” a a eee at ie =. 
a Pare, | . —. -«) ee as ae . tae “a ey Pe) ap 2 a ASS > o °° Se of 2 ee ale ae ee Bika t : 


Feaavary 23, 1950 ADVERTISER'S WEEKLY 


NOW ALSO 
FOR THE 


© 2 
HOME MARKET §. @ 


i 
» The APRIL ISSUE of ‘British Farm Mechanization’ will be available to readers . 
home as well as overseas. The bi-monthly home journal ‘Farm Mechanization’ 4 
ceases independent publication, and from April the two journals will form one : f. 
monthly publication of immense interest and value to progressive farmers in this q ; 
country as well as overseas. It will enable advertisers of Briish mechanized farm 


equipment to reach both their home and overseas markets through the same journal. 


>: 


generously illustrated, informative and Rate per insertion for consecutive inseruons. 


British Farm Mechanization’ will be as Advertisement Rates 


_ oF 
authoritative as hitherto, and, now incorporating wees Rs ole a ~~ peg ge j : 
“FARM MECHANIZATION, ’ will concentrate Half-page - ~- £18. 0.0) £16.15.0/ £15. ” 0 . 
within its covers the goodwill already established Ente - oo Salas <4 iea' 3:6 . : 
by the two journals in their respective fields Facing matter positions (when available) _ 

j £10 per page extra. ; 
of influence. Bled-of! advertisements—£5 per page extra. a, 
SPECIAL POSITIONS BY ARRANGEMENT, hy 
DEMANDS FOR SPACE WILL Colour Rates | 
Black and | colour, £12 per page extra. 
BE HEAVY — IMMEDIATE Black and 2 colours, £24 per page extra. 


Black and 3 colours, £32 per page extra. 
Classified Rates 


6d. per word (minimum 6/-) with $°%, discount 
for series of 6, and 10%, for 12 consecutive 
insertions. Terms: Cash with order. 


TEMPLE PRESS LIMITED 


BOWLING GREEN LANE, LONDON, E.C.1. TERMINUS 35636 


BOOKING IS ADVISED 
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GUIDES TO 
BETTER COVERAGE 


Travellers of all classes are people with money to spend. 
Their needs include everything from a comfortable hotel 
to a packet of cigarettes. Advertisements in the ABC 
Guides, therefore, catch them in the most receptive 
mood. That is why so many advertisers have found to 
their profit that the ABC Guides are at once an economical 
and successful medium. For rates and available spaces 
write: Thomas Skinner & Co., (Publishers) Ltd., 330, 


Gresham House, Old Broad Street, London, E.C.2. 
UY YY 
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Can He Keep It Up? 


HE editor of the first 

issue of Emgas, new maga- 
zine of the East Midlands 
Gas Board, commits himself 
in his first issue to the bold 
statement that “Managers, sub- 
editors, artists, photographers 
and writers have, with their help 
and interest shown how casy 
starting a magazine can be.” 

It would be interesting to know 
whether, in a year's tume, Mr. 
Morfey will be able to write that 
these people with their help and 
interest have shown how easy 
it is to keep a magazine going’ 

Set in Plantin and printed on 
art paper, the magazine has a 
business-like air. One suspects 
that in future issues Mr. Morfey 
will make some modifications. 
For example, some pictures 
which ought to bleed do not. 
Also a more formal! arrangement 
of pictures might be better on a 
small page than the miscellany 
of shapes and sizes. 

Three good ideas in this new- 
comer: 

A page devoted to repro- 
ductions of unsuccessful cover 
designs submitted in a cover 
design competition. 

A competition section, with 
three competitions for which 
cash prizes are offered, the 
highest being five guineas 

A children’s painting com- 
petition drawing to which the 
whole of the back cover is 
devoted. 

* * . 

Mr. R. A. BisHop, general 
publicity manager of Nuffields, 
contributes an article entitled 
“Why We Do It!—Advertising” 
to the January issue of Team- 
work, Nuffield news magazine. 
Here is a quotation: 

“It takes months of consis- 
tent reminders to impress the 
mass of the public. .. . Try one 
morning when you have 
finished reading your news- 
paper to remember how many 
news stories you can recall. 
Or at 6.15 try to recall all the 
items mentioned by the B.B.C. 
news announcer! You will be 
astonished, and probably dis- 
appointed, at the number you 
have already forgotten.” 

* * * 

Hawker Siddeley Review re- 
mains the most handsome of all 
house magazines. Its perfectly 


plain coloured board cover 
carries an embossed metal 
plaque bearing the title. This 


simplicity sets the key for the 
whole publication. Inside pages 
are art. On a page area 104 ins. 
by 8 ins. type is set 10-pt. Times 
in two 19 em columns with 2 
The editor 
dces not hesitate to have a whole 
page of solid type without a 
single crosshead or ornament— 
but there is no spread without at 
least one picture. 

Treatment of pictures is mas- 
sive. Single, pictures are large, 


smaller pictures are massed in 
groups. Headings are sometimes 
typeset, sometimes drawn in a 
particularly good simple brush 
script. The final result is dignity 
and easy readability combined 
with a focal spot on each spread 
which sustains interest, Too 
gee) ee pe to be suitable for 
all staff and works magazines, 
nevertheless the style is worth 
study by all editors. 
* 


* 
JaNUARY issue of The Shell 
Magazine devotes its centre 


spread to a reproduction of 
twelve different calendars pro- 
duced for different parts of the 
world. It dramatises most effec- 
tively the need for a completely 
different attitude to various 
countries and races—-and also 
epitomises one of the functions 
of a house journal by providing 
an all-over view. 
* * * 

Tue Leyland Journal carries 
this blurb on a news page headed 
“News Tablets”: “Here in a 
compressed form is a summary 
of some of the recent outstand- 
ing news. It will help a bit, but 
you cannot do better than read 
the trade Press to keep fully 
informed.” 

A very friendly gesture to the 
trade Press from a house journal 
that also carries trade ads. in 
eompennee with the trade papers. 

* * 


In Contact, staff magazine of 
The Liverpool Co-operative 
Society, Perpetua and Perpetua 
italics are used for headlines. On 
one page of a recent issue there 
is a line “Bestwick’s Paper” in 
what looks like Perpetua medium- 
bold italic caps. 

Where did 
from? 


that one come 


” * 


THE title PAGE of Bedford 
Transport Magazine carries this 
footnote : 

“AUTHENTICITY— 
Articles dealing with Bedfords 
actually in service are pub- 
lished in this magazine only 
after they have been read, cor- 
rected if necessary and ap- 
proved by the firms or organ- 

isations concerned.” F 

A very sound assurance which 
will build confidence in the 
magazine. ’ 

The January issue contains an 
article about flour milling and 
describes a particular mill 
Transport is dealt with right at 
the end, and as if it were an 
afterthought instead of the very 
reason for the article. Would 
it not have been better to write 
the article about the problems of 
transporting flour, since it is read 
by transport managers? This is 
merely an example of a commen 
failing of house organ edito’s, 
who fear to bore their readers by 
talking shop quite frankly. Toe 
fear is unjustifie d. 

B.A. 
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The March 


DEBUTANTE 


IS THE BRIDE’S BOOK 


April brings the NEW 
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DEBUTANTE 


An essential medium for advertising 
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goods selling on quality and style 


‘MORE FICTION. 


NEW COMPETITIONS 


NEW FEATURES 


For the Girl of Today and the Woman of Tomorrow 
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WATCH FOR IMPORTANT ANNOUNCEMENT about the APRIL DEBUTANTE 


Send for Specimen and Rate Card to — 


Rosalind Bicknell, Advertisement Manager 
DEBUTANTE 


24 Buckingham Street, London, W.C.2 
TEMPLE BAR 7967 
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DISPLAY & COMMERCIAL ART - 
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be a prodigious, puerile waste of money, 
Manager, Ford Motor Co., in a recent address to the LA.M.A. 


EXHIBI 


some of the points he made. 


LTHOUGH exhibitions 
will never oust other 
media, they can form a 
useful cog in the media wheel. 
The exhibition technique pre- 
sents certain opportunities not 
possible with other media. In the 
first place, they give the facility 
for 3-dimensional replica or actual 
physical display of the product 
together with its background 
story 
Amongst other things, the dis- 
play technique has shown the 
public how to cook a meal—how 
to aim a bomb on a target 10,000 


feet below—how to navigate a 
plane—how to make a child's 
party frock out of a pair of 


mother's step-ins—how to fire a 
gun, and how a man (despite loss 
of hands) can work machinery 
efficiently. How vast are the pos- 
sibilities of exhibitions applied 
to sales schemes and practical 
demonstration of the product 
with a background of human 
convincing interest 


What Exhibitions 
Can Do 
Things can be 

photographically and diagram- 

matically in films and publica- 
tions, but the thought processes 
of every member of the audience 


demonstrated 


cannot be attuned to the film 
tempo, Neither films, nor Press 
advertisements, direct mail, or 


editorial articles can put the pro 
duct into the active hands of the 
audience or reader, or present the 
“feel” or the taste or the smell 
of a product to the “prospect.” 
Exhibition technique can do that 

Display aids offer wonderful 
potentialities in framing and in- 
tensifying the message and at- 
tracting attention to and clarify 
ing special points. So far, the 
surface of such possibilities has 
barely been scratched Other 
advantages are 


extreme flexibility in. size, 
presentation and framing of the 
message; 

the chance for colossal im 
pact and psychological impres- 
sion, 

a perfect mate to and 
vehicle for personal salesman- 
ship 
In spite of the obvious advan- 

tages, other forms of publicity 


are carefully planned in advance, 
but the platming of exhibition 
work is still strangely lacking 
in this resnect, yet it is probably 
the one form of publicity that 
calls for more planning than any 
other, because of its infinite 
detail. 

No matter what type of exhi- 
bition is envisaged, every detail 
of it should be planned well in 
advance, responsibility charts 
formulated and rigorous checks 
made at every stage in the pro- 
ceedings 

Far too often at large or 
small exhibitions the night before 
opening day men are usually still 
at work, chargehands’ with 
puzzled faces looking at working 
drawings they can't understand, 
signwriters touching up lettering 
or making last minute alterations, 
electricians tearing down finished 
joinery to find lighting points that 
have been nonchalantly buried 
and, in short, everybody rushing 
around and hoping that every- 
thing will be ready in time 


Rigid Control 

Necessary 

Rigid control in carrying out 
one’s plans is essential in every 
exhibition project. It must begin 
with the idea behind the project 
and continue until the last visitor 
has passed through the show 

Cost control is just one impor- 
tant part of exhibition control 
and every detail should be known 
and costed long before the exhi- 
bition opens, whether the exhibi- 
tion be a trade fair in which 
hundreds of exhibitors take part, 
or whether it be a touring show, 
or whether it be a static exhibi- 
tion that is staged in the com- 
pany’s premises or elsewhere. A 
mass of routine detail is involved 
and every item must be controlled 
from step to step--one piece that 
fails to fit exactly into the jigsaw 
at the right moment can wreck 
the whole project 

Costs in exhibition work must 
be watched with an cagle eye 


4 can 
, Publicity 
Here are 


IONS— 


A POTENT 
PUBLICITY 
WEAPON 


otherwise expenditure will be out 
of all proportion to results ob- 
tained. Costs have risen alarm- 
ingly since the war and there 
seems to be no reliable yardstick. 
Some exhibition contractors 
reckon that good quality stand 
construction can be bought at 
less than twenty shillings a square 
foot, others put the average at 
3 to 4 pounds per foot. Some 
exhibitors have been charged 
nearly double that figure. 

Costs of materials and labour 
have rocketed, design and, there- 
fore, construction has become 
more intricate (designers have not 
had to worry about costs}—but 
it is difficult to see real cause for 
some of the spectacular charges 
that have been made. In a recent 
article it was stated that “design 
and construction cost more than 
£40,000, yet turned out to be so 
complex as to obscure from the 
public the true purpose of the ex- 
hibit.” To keep costs within 
bounds, steer clear of extravagant 
intricate designs Plan ahead 
and permit no last minute modi- 
fications—they eat up money 
Don't get let in for a lot of over- 
time due to last minute rush 

Too many stands have been 
based on ambitious sketch de- 
signs and erected on a basis of 
“plan-while-you-build.” Make 
certain contractors get proper 
working drawings, not some de- 
Signer’s “airy-fairy” brainchild 
that looks wonderful on paper, 
but cannot be translated except 
by trial and error 


Exhibition costs must be 
brought down otherwise many 
advertisers will turn to other 
media 


There have been many splen- 
did stand designs, but there have 
been many that have cost a mint 
of money to produce, but which 
could not have done a selling— 
or even a telling—job for the pro- 
ducts they were meant to display. 
Designers and advertisers must 
learn that anything too ingenious, 
or abstract, or spectacular, leaves 
the public thinking about the 
stand and forgetting the product. 
There is far too much glib talk- 
ing about “controversial displays” 

. . “fascinating designs” . . . 
“Sophisticated effect” . . . Away 
with such jargon—members of the 
general public are not sophisti- 
cated, 

A designer (and I have a great 
respect for his creative ability) 
once told me, “I don't mind if 
the public do not understand 
what my designs are aiming at. 
It is part of my job to educate the 
public esthetically.” ROT—It's 
the designers job to sell the 
goods, or sell the idea, not to 


give the public lessons in 
modernistic art, 
Expensive stands, weird and 


wonderful in shape, with pillars 
and lattice work and bits of 
stretched string do not necessarily 
frame the exhibitor’s product, 
nor focus attention upon it, but 
have definitely distracted atten- 
tion from it. 


Craze For 
Abstract Design 
Crude design or anything 


shoddy is bad taste, but the craze 
for involved, even abstract de- 
sign in exhibition work, is doing 
the exhibition technique harm 
and tending to increase costs 
without doing a selling job. 
Incidentally, while one expects 
to pay a good price for good 
work certain stand designers 
charge 20 per cent on construc- 
tion costs, while architects for 
designing permanent buildings 
charge only 10 per cent for £200 
job and 6 per cent for a £4,000 


one. All these averages are sub- 
ject to sliding scales. Perhaps 
design costs can be reduced 


without loss of quality or effect. 

Be modern in design, be taste- 
ful, but remember the job is to 
sell goods, or a basic idea. Be 
sufficiently realistic to remember 
that the job is not to fog the pub- 
lic but to enlighten them. Ex- 
hibition designers would do well 
to think more of the economics 
of stand construction and less of 
straining for effect; to design less 
from the head and more from the 
heart 


PHOTO-LITHO 
SilK SCREEN 
PRINTING 


LETTERPRESS 


NOAH HAD THE RIGHT 


All under one 


IDEA!!! 
roof!!! 


HAMPDEN PRESS LTD 


107 SOUTHAMPTON ROW, LONDON, W.C./ 


TELEPHONE: 
MUS. 0124-5 
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One organisation with one 


objective — to design, construct 


and install Exhibitions and Shop 


Window Displays of high quality 


in Great Britain and Overseas. 


LAY ORGANISATION 


a 


Central Office: IDDESLEIGH HOUSE, CAXTON STREET, LONDON, S.W.1 ABBey 5995 
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AS orvice... 


HOL. 9357-4 


to Advertising Agencies, Advertisers and 
al Arn Buyers we offer a comprehensive Arn 


Service for Lettering, Layout, Figure, 


Retouching. 


Packaging, Scraperboard and ideas, two 


STUDIO 


ceeative 


SEVEN 


aagrists 


7: HIGH HOLBORN W.C.1 


remember 


7 17-48 Took$ Court. : 


An address 


for Artists and Studio Managers to 
Here at Colyer & Southey, you will find 
under one roof 


all the materials and services which 


you need, supplied by people with a wide caperience 


@ Complete range of our 
Fashion Boards— 
9 tw choose from 
Range Winsor 
& Newtons’ fine colours 
and Brushes 
Detail 
Carricge Papers 
@ Dry Mounting Service 


own 


@ Enure 


@ Tracing 


@ Photographic and 
photoviauc department 
equipped w carry out 
any work, any size, in 
the shortest possiblc 


tume 

@ Relieve that headache 
and centralise §=6your 
buying 
Phone 


and 


HOL 61454 


COLYER & SOUTHEY LTD. 


Fresh from our outstanding success , 
at the Manchester Silkscreen Print- 
ing Exhibition, where tremendous 
interest was aroused, and the highes¢ 
of compliments paid us by Visitors 
and Exhibitors alike. 


R. F@STER & C®@. 


for Quality Silkscreen Printing as applied to 
Industry and Commerce 


We specialise in direct printing on 
Bottles and Containers, particularly 
for the cosmetic trades, and in the 
decoration of Glass and Tableware. 
172, AVENUE RD - ACTON: W.3 
(pending completion of our New Factory) 

Telephone : Acorn 140 
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EALing 3626-7 


«hk Koad Mud. , 


EALING. W.5 


LONDON OFFice 
WEWMAN YARD w: 


S toome 
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€ st biished 


LITTLEWOOD 


sos STUDIOS == 
DRAWINGS FOR ADVERTISING © FIGURE 
& STILL-LIFE © CUT-OUT DISPLAYS  SKLK | 
SCREEN PRINTING - LETTERING & | 

SHOWCARDS | 


15 Trinity St., Huddersfield Phone SSSS_ 


igto 


17°18-TOOK'S COURT-CURSITOR STREET EC-4 


| Delmorex Window Displays — 
ithe most modern form of 
| Window Transfers 
| Newspaper Posters in plastic — | 
washable, lasting and stand up | 
| to wind and rain. 
Originators of silk screened | 
Barrel Covers, as supplied to 
| Guinness, Barclays, Simonds, 
etc. | 
| Silk Screen Printing in bulk — 
| Snakeskins, tartans, motifs, etc. 


‘DELMORE LTD. 


404/406 HIGH ROAD, CHISWICK 
LONDON, W.4 


Telephone CHiewick 4800 6194 


MURRAY 
STUDIO 
ge Tea 


> ROSEBERY AV 
LONDON-E-C+4 
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DISPLAY & COMMERCIAL ART 


| 
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| be “sold.” 


Showcards 
That Clinch 


Sales 


HERE is a tendency these 

days to underestimate the 

value of the smaller fry 
in advertising media, and in 
consequence, their design and 
quality suffer. Things like 
envelepes, wrappers, packages, 
labels, and invoices warrant a 
good deal more attention than 
they now receive, if the claims 
made in the main media are to 
be substantiated and “maintained. 

More careful thought must 
also be given to the production 
and distribution of showcards, if 
they are to perform their prover 
function in the selling chain. 
Display experts estimate that, 
pound for pound, more money is 
wasted each year on showcards 
than on any other advertising 
media. So serious did this wast- 
age become before the war that 
many advertisers have not 
bothered with showcards since; 
regarding the expenditure as un- 
profitable. Where such decisions 
have been made, they affect not 
only the profits of the manufac- 
turer from decreased sales, but 
have a reactionary effect upon 
the business of the designer, the 
artist, the paper maker, the 
printer, and many others. 

It is true that unless showcards 
are used, it is unprofitable for 
the manufacturer to issue them, 
but that it is not the fault of the 
showcard. In most cases, it is 
due, and can be traced, to ignor- 
ance of the traders requirements, 
and a lack of co-ordination in 
the general advertising scheme. 
Major fault, however, is ignor- 
ance of the retailers needs. 

In the course of a year every 
shopkeeper gets inundated. with 
display material of every con- 
ceivable shape and size Few 
of them show any character, and 
in many cases arrive too late for 
appropriate displays. Many are 
far too large. It is no wonder 
then that they find their way into 
the cellar, where they remain 
until spring-cleaning comes 
around, when they are thrown 


| out for salvage. 


There can be no doubt that 
showcards are a useful and neces- 
sary link with the selling process. 
But in common with other forms 
of advertising. there is a right and 
wrong way of setting about their 
production. Much of the present 
waste could be avoided if the 
right method is ascertained, 
adopted, and adhered to. 

Before the design is started it 
is wise to obtain the goodwill 
and the opinion of the trade to 
The opinions of a 
representative group of traders 
can be worth pounds in the plan- 


Two examples of 


showcards. 


modern 


ning and results of sales cam- 
paigns 

To be successful, showcard de- 
sign must tie-in with the main 
theme of the advertising story. 
Effectiveness of the whole cam- 
paign is dissipated when Press 
announcements have one design, 
posters another, and catalogues, 
showcards and labels yet another. 
A given sales plan should be im- 
mediately apparent in all media, 
with the likeness plain for all to 
see. Under such conditions, the 
cumulative effect would be terri- 
fic. 

It is a mistake to assume that 
large showcards automatically 
create a favourable impression. 
or a place in the window or 
counter display. Truth is that 
many such cards go straight to 
the dustbin. The most success- 
ful showcards are those where 
reliance is placed on design. 

To foster goodwill and respect 
in the trade served, manufac- 
turers should insist on uniform 
high quality in showcard produc- 
tion, for these display units surely 
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Showcards That Clinch Sales—continued. 


reflect on the quality of the goods 
advertised. Such point-of-sale 
units need not be expensive, pro- 
vided the design and printing are 
of the highest order. 

Where the appropriation allows, 
and the product warrants it, full- 
colour is desirable. From a large 
Selection, it is natura! that the 
retailer will choose units which 
are the most helpful and colour- 
ful in building up his display. 
Nevertheless, splendid effects can 
also be obtained with two, or 
even one colour, especially with 
multitudinous array of coloured 
boards available for this purpose 

What of design? The worst 
fault in the past has been the 
overcrowding of available space 
The principles which govern 
poster design are in most cases 
applicable for showcards. There 
are numerous successful ex- 
amples of posters being reduced 
and making excellent showcards 
A point-of-sale unit is not meant 
to be scrutinised like a catalogue, 
or a direct mail shot, but like a 
poster to Serve as a reminder at 
a crucial stage in the buying 
cycle. Therefore, let the design 
mean something; let it have a 
definite association of ideas with 
the goods to be sold. 


A whole range of printing 
processes are available for re- 
production; the one used will 
depend largely upon suitability 
and cost. For long runs, from 
five thousand upwards, there are 
lithography, litho-offset, photo- 
litho, gravure and letterpress. 
With the exception of the last 
named, none of the above pro- 
cesses can be used economically 
for short runs. Letterpress is 
only economical for small orders 
when the number of colours used 
is restricted. 

For short runs of multi- 
coloured designs, silk screen is 
suitable. As few as fifty to one 
hundred, and as many as 5,000 
copies can be reproduced quite 
economically. With the present 
advances being made in mechani- 


cal devices in this process the | 


potential for printing of advertis- 
ing materials is enhanced. 

The design and presentation of 
the sales message is going to have 
a profound effect upon selling in 
the hard conditions which obtain 
in world markets to-day, and the 


point-of-sale display can still | 


clinch the sale. So see to it that 
your showcards are well designed, 
well printed, and well packed. 
and your battle is half-won. R.B. 


Silk-Screen Forum 


NE problem raised in this 

month's silk-screen forum is 
the quicker drying of metal plates 
printed by the process, and is dis- 
cussed here by Peter Mytton- 
Davies. 


Question 

We propose to silk screen a 
large number of metal panels in 
four colours and a background. 
The job would be a contract 
spread over a long period and as 
factory space is limited is it pos- 
sible to accelerate the drying 
process other than by ordinary 
methods of stoving. It is impor- 
tant to dry these panels in 
batches of about 1,000 per run 
as there is not sufficient space or 
drying racks to wait for ordinary 
air drying. Would infra-red help 
us? Could you tell us something 
about infra-red and give some 
idea of the cost of an installa- 
tion. We realise that the cost of 
such equipment is a capital ex- 
pense, but this is a large contract, 
ond we hope to use the equipment 
for further orders 


If you are prepared to supply 
your name and address, we shall 
be pleased to put you in touch, 
either with a firm already special- 
ising in the kind of silk screened 
panels you have in mind and 
with whom you might be able to 
come to some trade arrangement, 
or with a firm supplying infra- 
red equipment. 

Meanwhile we offer the follow- 
ing information which may help 
with your various queries: Infra- 
red is sometimes called radiant 
heat and while there are several 


continued . 


ways of generating heat there are 
only three known ways of trans- 
mitting heat from its source to 
the object or surface to be 
heated. These three methods are 
conduction, convection 
radiation. 

Would infra-red help us? On 
the incomplete information sup- 
plied it is a little difficult to be 
certain. You do not mention the 
kind of paint you propose to 
screen or the method you intend 
to adopt to do the background 
colour. We think that the fact 
that the panels are metal will 
probably render infra-red more 
suitable than would be the case 
with silk screening on paper, for 
which oxidation is usually neces- 
sary, unless special paints are used, 
and even then there is a certain 
moisture content in the paper 
which is an adverse factor to 
keep in mind, since it may cause 
shrinkage and difficulties in the 
registration of subsequent work- 
ings. 

We would remind you that 
some paints are dried by (1) the 
evaporation of solvents such as 
lacquers, (2) evaporation and 
polymerisation in the synthetics. 
or (3) both these methods and 
oxidation in the oleo-resins. 
Many kinds of paint can be 
dried by infra-red radiant heat 
which has proved especially suc- 
cessful with the synthetic group 

We cannot advise you on the 
probable cost since we do not 
know the size of the panels and, 
therefore, we cannot know what 
equipment you are likely to re- 
quire 


The question of whether or not your paintings ; 
are going to remain fresh and brilliant is a very 
important matter because it is natural that you 
will want your work always to do justice to 
your merit as an artist. 


You cannot afford to be disappoined 
if your mtings deveriorate in the 
course of time nor can your chents. 


By using REEVES materials 


you are 


assured that your work will retain 


those qualities as when first 


painted, 


for our reputation, respected since 


1766, ensures complece depen 


RELVES 


Fououe fos Coleurd since 1766 @: 


178 Kensington High Street, London, W.8 
13 Charing Cross Road, London, W.C.2 


Or; yy 


dependabiliiy 


and | 


‘a 


is no substitute for experience . . 
been our pitce de résistance since 1936. Today every 
job in the Chancery Lane works of Cxances & Reao 


Printinc from “offset deep"’ plates results inideep 
tones and rich colours. In this, as in all things, there 


. “offset deep"’ h 


is printed from deep 


etched plates which, in 
the light of experience, 
get better and better. 


To ensure dead accurate register 
printing down negatwes and pow 
thes pim-point register tester 
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Original 


Fine 


suggestions 
Display Unitse,Showcards and Transfers 
- 'phone TERminus 2775) 6: 


Advertising Display 
Art Colour Printers 
324, Gray's Inn Road, 


for Cut - outs, 


Ltd. - 
London, W.C. 1. 


FENTON the ‘ creotive* brush 


Tel 


L. FENTON 260a Streatham High Rd., London, S.W.I6 


STR 8485 


“1! am drawn with a 


FENTON 
PURE SABLE” 


@ ‘EUSTACE’ drawn by JACK 
GREENALL The Famous Daily 
Mirror cartoonist 


Stocked in all types and sizes 


DESIGN 
PHOTOGRAPHY 
DISPLAY 
EXHIBITION 
SILK SCREEN 


Replicards Ltd 


407-409 
HORNSEY ROAD 
HOLLOWAY 
LONDON N.I9 


ARC: 1178 & 3469 


SILK SCREEN 
PRINTING 
From a Double Crown Poster 
fo a 48 Sheet 
Let us quote you! 
CLARKE BROS. 

26 THE GREEN, TWICKENHAM 


PHONES! POPRESGROYVS soe: 
Estedlished early #0 yeers 


ik i IN 3 


SHOOTING! 


Gillott's fine drawing pens 

ere made for artists who > 
understand pens by 
how to use them, and who, in 
consequence, will not re-order a 
particular pen unless its predecessor 
made the grade. kt does not pay to 
sell a pen that merely shoots a line 
instead of drawing one 


d Rns rt 
Appotntment 
Pe ma P+ hers 
uh ue eT wee alts 


King George V. 


know ing 


, JOSEPH GILLOTT AND SONS LTD., 


Victoria Works. Birmingham. 1 
London Office, 
25, New Bridge Street, B.C 4 


EXHIBITION 
STANDS 


MERCURY DISPLAYS LTD. 
74 #8O97:3-23 


| DISPLAY & COMMERCIAL ART 


Premruary 23, 1950 


New Point - of - Sale Display 
Aids For Traders 


EW counter display unit for 

the “Creda” “Halo” 
| iron—a product of Simplex 
| Electric Co, Ltd., is attractively 
| coloured in red, yellow, grey, and 
| black. The display unit measures 
approximately 18 m. x 12 in., and 
has a collapsible base to take an 
actual iron The general shape 
follows the “House of Simplex” 
style, which has been followed 
in all Simplex publicity material 
for the past twelve months. An 
interesting point about the design 
of this display is the drawn-on 
shadow on which are pin-pointed 
the main features of the “Halo” 
iron 


electric 


* » * 


MONG 
the 


recent additions to 
wide range of display 
material available to Ekco radio 
and television dealers are two 
attractive double-crown posters 
The Ekco Auto-radiogram poster 
features mode! ARG8S, while the 
television products of the com 
pany are covered by a general 
Ekcovision poster Both are 
printed in three-colour litho. 


AINT transfers can be used 

for making alterations to 
obsolete portions of existing 
printed matter. As an alternative 
to overscreening, transfers may 
be used to obliterate such things 
as obsolete prices and other out- 
of-date matter on such things as 
showcards and display panels 
The adhesion of such transfers 
will generally be found to be 
best on such materials as metal, 
glass and most kinds of plastic 
sheet. An advantage of the trans- 
fer method is that the stock to be 
altered need not be transported 
to the printer since the transfers 
can be sent to where the stock is 
stored 


* * 


A N entirely new and provision- 
ally patented electric sign 
has been devised by Leon 
Goodman Displays Ltd The 
sign, suitable for window and 
store display is made from trans- 
parent Perspex in a wide range of 
colours. Striplight concealed in 
the base illuminates the deeply 
engraved lettering. All edges of 
the metal base are turned for 
strength. and can be stove- 
enamelled in any colour. Dimen- 
sions are 15 in. x 5 in. x 2} in. 


of the new illuminated signs devised by Leon Goodman Displays 
Striplight concealed in the base illuminates the engraved lettering. 
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Book Your Space NOW for 
the big B.I.F. (May) issue 


@ The May issue of BUSINESS will give 
a complete stand-by-stand preview of 225 
exhibitors’ products at the 1950 British 
Industries Fair. It will be a complete 
guide to business and industrial exhibits, a 
lasting reference of 160 fully illustrated 
pages including all the usual feature articles. 
Every office equipment exhibitor will be 
covered also 125 firms in the industrial 
equipment sections. 


BUSINESS reaches 12,500 top industrial 
and business executives every month and, 
with the enlarged May issue at the normal 
advertisement rates, is bound to appeal 
to many new advertisers. 


“Sell” this man and 
you've SOLD your 
product through— 


BUSINESS 


The Journal of Management in Industry 


Specimen Copy and Rate Card 
from the Advertisement Director 


180 FLEET STREET, LONDON, E.C4 
Tel: CHAncery 8844 (15 lines) 


"4 
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| BRASS TACKS 
IN THE 


CANADIAN MARKET 


The biggest problem when entering any 
market is the choice of agents and 
distributors. This is particularly so in such 
a widespread country as Canada where 
coast-to-coast representation is difficult to 
obtain. Your problem can be solved with 
the help of the trade publications that 
know and serve your Canadian market 
intimately. 

If you wish to have “down-to-earth” 
facts about the potential Canadian market 
for your products, we will gladly send you 
information without obligation. *(Your 
request sent by airmail brings you a 
prompt reply in only a few days.) 

The Business Newspapers Association 
is composed of over 100 trade papers and 
other specialized periodicals serving all 
sections of Canadian trade and industry, 
manufacturing, finance and management. 


* You may see copies of Canadian busiress 
papers at the offices of the Canadian Govern- 
ment Trade Commissioner in London, Liver- 


i poo! Glasgow, Belfust 
DIVA A 104 
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BUSINESS NEWSPAPERS ASSOCIATION 


ee _ OF CANADA ta 
137 WELLINGTON ST. W., TORONTO, CANADA | 
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GRICULTURE. 
HAS ITS LEADERS 


Those familiar with the countryside know that 
the advance of the practices of Agriculture is 
dependent upon those who have the capital, p's 
the experience and business ability, to exploit 


the full potentialities of modern, scientific farm- 
ing methods. 

It is to these leaders.of the Agricultural Industry 
that ** Sport & Country ”’ makes its unique appeal 
— for they alone possess the resources required 
for farming in the medern and progressive 
methods portrayed in ** Sport & Country.” 
Whether your product is one which finds its place 
on the up-to-date farm or in the adjoining home, 
**Sport & Country”’ is the indispensable adver- 
tising medium for reaching the leaders of the 
Agricultural Industry. 


PORT 
GOUNIRY 


SPORTING AND SOCIAL ACTIVITIES OF THE AGRICULTURAL INDUSTRY, 


THE ONLY ILLUSTRATED NEWSPAPER DEVOTED EXCLUSIVELY TO THE BUSINESS 


| 
| 
| 


[ DISPLAY & COMMERCIAL ART] & COMMERCIAL ART 


Fesruary 23, 1950 


Engineer Built Flowers 
To Enliven Displays 


NCREASING interest is being 

shown in Miller-Kent perma- 
nent flowers, now being widely 
used for stand decoration at ex- 
hibitions, and in other ways 
where a decorative motif is 
needed for display work. Deve- 
loped by ex-aircraft engineer 
A. J. Miller in his Hartlip, Kent, 
studio - factory, Miller - Kent 
permanent flowers are of appa- 
rent fragility, but in fact are as 
tough as metal. Miller, war- 
time aircraft factory manager, 
has spent years in perfecting a 
method of manufacturing pre- 
formed translucent petals, based 
on actual flower-shapes, of dura- 
bility to permit frequent use and 
transport. Special jigs and tools 
had to be designed for the job 
Each unit of flowers—anything 
from a few inches to six feet in 


height—is composed of steel 
“stems,” with flower heads and 
petals welded thereto. It is vir- 
tually impossible to break a 


Miller-Kent floral display unit 

. which, perhaps, is what ap- 
peals to display managers! 

Two additional features of 
interest are the delicacy and 
permanency of colouring ob- 
tained and the ingenious arrange- 
ment whereby each group of 
flowers, in a suitable provided 
vase or urn, is illuminated from 
within, giving each set-piece an 
added freshness and interest. 


N order to accommodate more 
adequately the exhibits and 
sales literature of the 54 of the 
Association's 220 Member-firms 


GRAHAME E. BISHOP, Advertisement Manager, 
Commonwealth House, New Oxford Street, London, WC. HOLborn 6953 


One of the window display 


publicity department in 


participating in the composite 
Gauge and Tool Makers’ Asso- 
ciation stand at the Canadian 
International Trade Fair this 
May/June, the size of the stand 
has been increased. The Associa- 
tion stand, which is to occupy 
Booths Nos. 1188-1194, in the 
Automotive Exhibition Building 
in Toronto, now has a frontage 
of 70 feet and a depth through- 
out of 12 feet. 

10,000 copies of a_ special 
Souvenir Catalogue, covering the 
exhibits and other manufactures 
of the 54 participating Member- 
firms, will be distributed during 
the period of the Fair. 

Jean Monnet, eminent French 
financial authority, will open the 
Fair on May 29. 


* * * 


HE Publicity Manager of 

Great Yarmouth, Mr. R. A. 
Gammons, has just completed a 
2,400 mile tour, calling on some 
200 travel agencies and welfare 
officers arranging for the display 
of the Great Yarmouth and Gor- 
leston window display units, 
which are available in three-foot, 
four-foot and six-foot units. 
Twenty-five of these display units 
are still available and early sea- 
son bookings are heavy. Last 
year the Great Yarmouth dis- 
plays, of which only a dozen 
were in circulation, were on show 
for 390 weeks. Attractive coun- 
ter cuts-outs and box office cards 
were also distributed by Mr. 
Gammons and his assistant. Both 
the cut-outs and cards are printed 
in seven colours by silk-screen. 


units being used by Great Yarmouth 
canvassing for holiday patronage. 
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“sa cceacaccnacanaa==="— THE PROOF of the MEDIUM 
Selling is in the PULLING 


Y —and concrete proof is available 
? TRA VE L that results come from Right 
a Readership which is also Regular 
THEN talk to the man who sells the tickets ! Readership. Ask for this proof. 


Every day he reads or consults TRAVEL 
WORLD because it contains information 


and articles of practical use to the man 

behind the travel agent's counter. TH E 
% OCEAN SAILING LISTS 

% CURRENCY REGULATIONS 

% THE LATEST SHIPPING 

% RAILWAY AND AIR NEWS | 


AND he must read the advertisements to keep o 
up-to-date with travel trade developments. SELLS ANYTHING GOOD APPROPRIATE 
TO ITS READERSHIP 


..4 ¢ 


|BUY SPACE A.B.C. July-Dec, 70,160. 
. 17/- Per Page Per 1,000 


ON 
100", Women Readers. 
County Breakdown. 
9°, ¢ 


opies Delivered 


\ 


Se ae Se ee 
> 


TRAFALGAR PRESS LIMITED by The Newsagent. 
9 Catherine Place, London, §.W.1. 
Victoria 0423. 


H. StGeorge Ogden, Advertisement Manager 
39,40 Bedford Street, Strand, W.C.2. Temple Bar 8705 


is | 7 


Oe RR TE \TILE MANUFACTURER 
4 exe RIGHT | . 
AK ‘* if you advertise in the 
aces weer | ie industry. A first quality publication that 
3 - - eed must be on your advertising schedule 

@ The only S-figure net sole j 


z pom j when you sell to the textile manufacturers. 
4} Specimen Copy, Rate Card, etc. — 


deals with every phase of the textile 


EMMOTT & CO LTD. 31 KING STREET WEST. MANCHESTER 3 
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Two essent ais 


Fe pe heme — MILLS & ROCKLEYS LTD. 
Rathbone /241 f= Central Offices: 21 QUEENS RD., COVENTRY 
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Mainly 


P.R.O.s SOMETIMES insti- 
gate films; they rarely appear 
in them. Maurice J. Buck- 
master, Ford's new P.R.O., 
is actually “playing himself” in 
the Herbert Wilcox picture 
“Odette, G.C.” for, as you will 
doubtless have read in the 
national Press, it was he who, 
during the war (after he had taken 
part in the Dunkirk and Dakar 
episodes) organised the sending 
out of aid to French patriots, one 
of the people trained by him 
being Odette Sansom (now wife 
of the equally heroic Peter 
Churchill) Altogether he sent 
out nearly five hundred British 
and non-French officers § (the 
French officers were in De 
Gaulle’s charge) 

It was Buckmaster’s linguistic 
ability that got him that job; he 
speaks perfect French, excellent 
German, good Spanish After 
school at Eton, tutoring work in 
French, English, and classics on 
the Continent, and six years with 
Schroeders, the merchant bankers, 
he joined Ford's in 1929 and went 
out .with Lord Perry to establish 
Ford companies in Europe. The 
knowledge he acquired was to be 
of value to the country during 


Personal— 


By CONTACT 


the war and also to Ford's since; 
he has been liaison officer with 
Dagenham for twelve Continental 
Ford companies 

Buckmaster’s hobbies are ski 
ing, tennis, squash, golf—and 
broadcasting In addition to 
sroadcasting on all three home 
services, he often gives political 
commentaries in French 


>. & 


IN VIEW of the highly individual 
contribution which the Contact 
Books made to British journalism 
in the past four years, one awaits 
with interest the appearance in 
April of the first issue of the new 
Contact, a magazine dealing with 
leisure and travel Heading a 
Strong editorial and advertising 
team is Jack Winocour, who will 
be supervising editor 

A classical scholar of Magda- 
len College, Oxford, and a bar 
rister-at-law of the Inner Temple, 
Winocour worked on a Hearst 
paper in America before the war 
He was a director of the British 
information service in Washing 
ton during the war; public rela 
tions adviser to the U.K. delega 
tion to San Francisco Conference 
of United Nations in 1945, 
director of the American division, 
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Cc. §. Miller 


M.O.1., and American Informa- 
tion Department of the Foreign 
Office; and chief public relations 
adviser to the U.K. delegation for 
the general assembly of United 
Nations in 1946 

In April 1946 he went to 
Iilustrated as assistant editor, 
travelling extensively in Europe 
and the Middle East for special 
exclusives March last year he 
resigned to carry on writing in 
this country and in the US.., 
where he spent last summer. If 
the word Contact would seem 
to demand someone who has 
“been around,” Winocour cer- 
tainly fulfils the requirement 


7; 2. 


NOT YET 23 is Patricia Ward. 
last year secretary, and now 
chairman of the Manchester 
Publicity Association’s Junior 
Section There are doubtless 
other young live wires in the 
Section, but inasmuch as Patricia 
is also handling the duties of 
publicity officer and membership 
investigation officer, the task of 
putting the Section on the map 
devolves more upon her than on 
any other of its members. For 
tunately, it is one that she has 
much at heart 

After working for BO.AC 
and then Herbert Greaves Ltd 
Patricia joined her present firm 
Donald Macdonald (Advertising) 
Lid. in October 1948 Not 
merely have her responsibilities 
there greatly increased, but she is 
also studying for Part A (she has 
tlready passed Part B) of the 
4.A.’s Intermediate examination, 
devoges most of her spare time 
to Manchester's Junior Section, 
ind somehow finds time for her 
hobbies of dress making, skating. 
snooker, and, in the summer, 
tennis 

Advertising cannot have too 
many of such young hopefuls 


ee =. 2 


WHY “Sidney-Barton,”—-some of 
you may wonder—for the name 
of the new public relations com 
pany established by S. T. Gar- 
land Advertising Service? It is 
u composite of two of the 
Christian names of the company’s 
principals, Sidney Thomas Gar- 
land and Richard Barton 
Williams-Thompson. Of the two 
other directors, Jennifer Ellis has 
also had plenty of P.R. experi- 
ence; A. P. Tarryer is Garland’s 
secretary and accountant 

S. T. Garland’s notable work 
in the field of public relations ts 


§. T. Garland 


R. B. Williams- 
Thompson 


well known. He was the merchan- 
dise expert behind Lord North- 
cliffe’s plan to guarantee to its 
readers the goods advertised in 
the Daily Mail. For eight years 
he has been general manager of 
the Waste Paper Recovery Asso- 
ciation, which is still raking in 
some three-quarters-of-a-million 
tons of waste paper each year, 
and in the past few years he has 
been active in the diphtheria im- 
munisation campaign 

About “Dick Barton” Williams- 
Thompson I wrote when he joined 
Garland’s at the end of Decem- 
ber. As chief information officer, 
Ministry of Supply, for three 
years he had plenty of experience 
of joint production and works 
committees in many factories, 
particularly Ordnance ones 

Mrs. Ellis, a widely travelled 
journalist, took up P.R. work 
during the war for several 
national propaganda campaigns. 
In 1943 she joined Hereward 
Phillips Ltd. P.R. consultants, 
subsequently becoming a director. 
and for the past two years she 
has been P.R.O. to the Waste 
Paper Recovery Association. She 
broadcasts regularly on topics of 
interest to women, particularly 
cookery. 


2 2 2 


AFTER 23 years’ service with 
the Scottish Co-operative Whole- 
sale Society. C. S. Miller has be- 
come advertising manager, in 
succession to John Brookman. He 
entered advertising through the 
Glasgow office of the Osborne- 
Peacock Co. in 1920, leaving 
seven years later to become 
senior copywriter with the 
S.C.W.S. On the death of Robert 
Bulloch in 1934 he became assis- 
tant manager 


WEEKS WISECRACK 


“I might point out, old man, 
that there is nothing 
against candidates buying 
drinks for their friends 
after the election.” 
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‘NEW BOOKS REVIEWED | 


“Sophisticated 


Picture 
Book” 


28th Annual of Advertising and Editorial 

Art. compiled by the Art Directors Club 

of New York (Gir Isaac Paxman & Sons 
s) 


ind.. 42 

The 28th edition of the New 
York Art Directors Annual is as 
finely produced as ever. No doubt 
copies are already the centre of 
argument and admiration, among 
many of our commercial artists 
Even the people who assert that 
they “never look at advertise- 
ments” cannot fail to be fascin- 
ated by this sophisticated picture 
book 

Reproduced and discussed are 
240 items selected from 7,320 
entries by a jury representing the 
fields of art, business and adver- 
using 

Classification is by two main 
sections—advertising and editorial 


REVIEWED BY G. A. 


TOWERS, 

Art Director, 
Masius & Fergusson Ltd. 
these in turn being sub- 

divided Not unexpectedly, 


magazine advertising and editorial 
design take a major place in the 
book. Most of us will agree that 
in this field American designers, 
artists and printers have set a 
standard way ahead of any other 
country and that this reputation 
has largely been gained by the 
high quality of their realistic art 
work. It is therefore a surprise 
and disappointment to find so few 
examples of this type illustrated 
Al Parker, whose work is such a 
joy—with its masterly fusion of 
drawing, colour and design-—is 
represented by only one drawing. 


Praise For B.I.F. Ad. Selected 


For American Collection 


An advertisement for the 
British Industries Fair, 1949, 
prepared by Rumble, Crowther 
& Nicholas Ltd., appears to be 
the only example of British ad- 
vertising in the first number of 
Newspaper Advertising Annual, 
an impressive collection of adver- 
tisements published by Saunders 
Press, Claremont, California, and 
compiled by Mr. Jo Sinel 

Selected to exemplify excellence 
of design, the advertisements are 
reproduced in approximately their 
original size. Comments on lay- 
out are given in each case. Asa 
service of ideas and inspiration, 
the volume, dimensions of which, 
incidentally, are approximately 
22 in. x 17 in., well repays scru- 
tiny A number of large-space 
advertisements are remarkable 
for boldness of conception com- 


The poster section is both 
small and unimpressive. This is 
a field of design in which Ameri- 
can artists appear to take slight 
interest, the more distinguished 
posters often being the creation 
of visiting continental artists. 

After ten years of restricted 
newspaper spaces our own layout 
artists are beginning to find room 
to spread themselves. But exam- 
ination of current 3 to § inch 
double columns in British news- 
papers shows that old habits are 
dying hard. There are still far 
too many quart size presentations 
in pint size spaces. This I sug- 
gest, makes the section dealing 
with small space ads. well worth 
studying 1 personally found 
particularly stimulating the 
“Yolande” Ad.,.“Whether She's 
1, 21 or Simply Not Telling.” 

My general impression of this 
28th edition is of an over- 
emphasis on layout pyrotechnics 
Abstract forms, naive techniques. 
the juxtaposition of crude draw- 
ing and subtle toned photography, 
these and many more attention 
catching devices are everywhere 
predominant. Students and young 
layout artists will rightly find 
much of this virtuosity of design 
provocative and exciting. But | 
would suggest that they carefully 
consider the words of David § 
Block, award-winning art director, 

“Many ‘abstractly’ designed 
ads.. in my opinion, sell the 
art director's personality rather 
than the clients product. Too 
often, art directors forget that, 
in the final analysis, they are 
salesmen ringing doorbells, and 
that their personality must be 
a contribution to the sales mes- 
sage, not a substitute for it. An | 
art director should be able to | 
apply ‘abstract’ or ‘buckeye’ or 
any other approach function- | 
ally, in relation to the prob- 
lem’s needs.” 


i 


bined with forceful copy and 
harmonious layout British 
agents, especially those called on 
once more to fill big spaces, 
should find much here to stimu- 
late the imagination, as well as 
a great deal to provoke envy 


The B.LF advertisement, 
dominated by the cog-wheel 
symbol, occupies a space 14 in 
deep by 94 in. wide. The com- 
mentator writes of it: 


“This one has distinction—the 
old-time symbol is visual contact 
and after that is smooth sailing 
Every element is balanced on the 
vertical axis with the exception 
of one accent at the beginning of 
the copy The scratchboard 
drawing and the leaded lines of 
copy work weil for newspapers.” 

Cc. 


D.R 


ADVERTISER'S WEEKLY 


Facts and Fallacy 


concerning Kent 
and the 


KENTISH TIMES 


Series of eight localised editions. 


@ The average weekly nett sale of the Kentish Times 
Series for 1949, certified by the Audit Bureau of 


Circulations, was 


80,528 


@ This is the largest certified nett sale in Kent. 
At a conservative estimate, there are over three 
readers to every copy, the total weekly readership 
is therefore approximately a quarter of a million. 


@ The weekly average of small classified advertise- 
ments is 1,249 inches, equalling 51 columns. 


@ The flat rate for displayed advertisements is 20/- 
per single column inch. A limited amount of space 


for new business is now available. 


Complete and intensive coverage 
by the Kentish Times Series is 
given in the circulation area of 
over | 30 square miles of Kent 
as shown in the map below. 


Any suggestion that Kent can be covered 
_without the inclusion of the Kentish Times 


Series is entirely fallacious 
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HEAD OFFICE : 
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TIMES BUILDINGS, SIDCUP. FOOts Cray 3077 (3 lines) 


London Office : 
BANK CHAMBERS, 329 HIGH HOLBORN, W.C.! 


HOLborn 2730 
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ADVERTISER'S WEEKLY 


WHAT DO THE 
POLITICIANS 
THINK OF THE 


PRESS .. 


The Politicians have been forthright in their 
expression of views in both praise and con- 
demnation of the Press. The Press has not 


hesitated to publish 


Politicians. 


its views about the 


The Politician, however, has no doubt about 
the influence on the community of a good 
Local Paper. This js proved by the fact that 
on February 17 all the 18 Candidates in six 
Parliamentary Divisions (the total electorate 
of which ‘is 335,628) purchased advertising 
space in the Herts Advertiser 


The “Herts Advertiser” can influence sales as well as 
votes. Is it on the list for your next appropriation’ 
Net Sale 31,757 ABC Rate 10/- s.c. inch Flat. 


HERTS ADVERTISER 


PRINTING COMPANY LTD. 


Dagnall Street, St. Albans. 


"Phone 1020 4 lines. 


The ISLAMIC REVIEW is the only monthly published in 
England that circulates all over the World of Islam, a large 
part of which speaks and reads English it is these who 
matter, guide and determine the tastes of the people Out 
of the population of 400,000,000 Muslims, about 150,000,000 
are those who in one form or other have come in close 
contact with Great Britain and the West It is therefore the 
most effective advertising medium 


Data 
Length of page - 9'% 
Width of page - 7% 
Column width A 
Columns 2 
Screen for blocks - 100 


Advert. Rates 
Cover page £40 
Full page £30 
Halt page £16 
Quarter page £8.10 
One-third page £1! 
Single Col Inch £2 


Senes discount 5% and 10% for 6 and 12 insertions 


Editorial Office: 


Advert. enquiries 
to be addressed to 


18, Eccleston Square 
london, SWI) VIC-2591 


Hind Advertising Service 
107, Tollington Way 
London, N7 ARC-2411 


hob 
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Advertising Association 
Standing Committees 


The Standing Committees of 
the Advertising Association for 
the current year have been con- 
stituted in accordance with the 
list below which will be found 
of value for reference: 

The main changes, as previously 
reported, are that Mr. W. Ewart 
Rumble succeeds Mr. W. W. J. 
Studd as chairman of the finance 
committeé; Mr. Ronald  B. 
Browne becomes chairman of the 
publicity committee in the place 
of Mr. Sinclair Wood, and 
Commander A. Robertson- 
Macdonald is chairman of the 
club development committee in 
succession to Mr. John Newcomb. 

Mr. C. M. Muir is the repre- 
sentative of the LS.B.A. on the 
education committee. 


EXECUTIVE—F, P. Bishop (chairman), 
Ewart Rumble (deputy cha.rman) 

J. H Brebner, Ronaid B. Browne, Ivor 
Cooper, W. D. C. Cormack, Sidney A 
Grmmt, G I McLellan, Norman 
Moore, L. W. Needham. H. A. Oughton 
G. R. Pope, Alan Robertsan-Macdonald 
w. W Studd. John L. Verrinder 
G. Warden, Sisclair Wood 


To Lecture On 
Export 


Mr. H. Deschampsneufs, over- 
seas manager, F. C. Pritchard, 
Wood & Partners Ltd., is taking 
part in a series of lunch time 
lectures arranged by the Institute 
of Export, which are to be given 
weekly at the Conway Hall, Lon- 
don, from March to August, 

He is to give four, on market 
research overseas. March 28; 
overseas sales arrangements, May 
10; overseas marketing, June 20, 
and overseas advertising, July 18 


wae Ts Ewart Rumble (chair- 


man), F J. H_ Brebner, 
W. H. Emmen, Sir Patrick Gower 
Bartington Hoc iorman Moore 
Charlies Pinkham, G. R. Pope, G. 
Simon, W. W. J id 
Lt w (chairman). 
1. H. Brebner, John W. Curtis, Philip 
Emanuel. A. Bvereu Jones K. Fitch. 
Francis, H H. Graves, G. K 


c 

LeFevre, T. G. Moore, J. E Morre 
Gsolichor), R. H. Penney, C. W. Robinson, 

C. Sykes 

EDt CALION—H A. Oughton (chair- 

a), G. T. (deputy chairman), 
Miss Audrey Deans, HQ. Faichney. 
Wm. T. Moss. C. M Muir, L. A. Terry. 
Wm. C. Thici¢ 

PUBLICITY — Ronald 
(chairman), W. R 


en S.S heeter 
CLUB DEVELOPMENT—A._ Robert- 
acdonald (chairman) and two repre- 
sentatives from cach affiliated Club 


Poster Contest 


The Royal Society for the Pre- 
vention of Accidents has organ- 
ised a national poster contest on 
the theme “The safety of the 
child on the roads.” The first 
prize is £100, and more than £200 
is being offered altogether; win- 
ning posters are to be used in 
the safety campaign. 

Entries will be judged on acci- 
dent prevention value and artistic 
merit, Winners will be announced 
at the 1950 National Safety Con- 
gress in London ‘n October. 


Radio Review has become the 
first Irish periodical to take time 
for a sponsored programme on 
Radio Eireann. The first broad- 
cast was made last Saturday. 
The show is an American 
“package,” the first of its kind 
used by a sponsor over Radio 
Eireann. 


25 YEARS AGO 


In February 1925 


Proposals for examinations in 
advertising were published by the 
Incorporated Society of Adver- 
tisement Consultants. 

* * * 

Particulars about the Con- 
tinental Daily Mail, which had 
been registered as a Société 
Anonyme in France, were filed 
in London. 

* * * 

A church advertising committee 
was formed under the chairman- 
ship of Mr. F. E. Potter 


* * * 


Wireless World was taken over 
by Iliffe & Sons Ltd. 


* . * 


Business Research Association 
decided to prepare a standard 
questionnaire for circulation to 
newspapers showing what infor- 
mation the publishers could use- 
fully give their clients. 

* * * 

Highlight of an “Eat More 
Fruit” campaign was a popular 
song. An “Eat More Fish” song 
was also planned, 


Allied Newspapers Ltd. pur- 
chased the Newcastle Chronicle 
group. 

. * * 

Radio was used by the Good- 
year Tyre Co. to promote their 
products in U.S.A. It is believed 
that this was the first use of 
radio as an advertising medium. 

* * * 

The Christian Science Monitor 
began publishing three editions 
daily, one for the Atlantic sea- 
board, one for Central America, 
and one for the Pacific coast. 

* * * 

Gamages were among the first 
advertisers to use the services of 
the newly founded Greater Lon- 
don’s Greater Press. 

- * * 


Carreras booked a full page in 
John Bull for every issue for one 
year—which was then claimed to 
be the largest order (in cash value) 
ever issued by one firm to a 
British periodical. 

* * * 


It was decided to form a Pub- 
licity Club of Cardiff. 
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CURRENT ADVERTISING 


Eve Shampoo To C.P.V.: New Peter 
Lunt Soap To Robert Freeman 


ACCOUNTS MOVING 


To Colman, Prentis & Varley 
Led.: Eve Shampoo, manufactured 
by Crosfield, Watson & Gossage 
Ltd., Lever Group Company from 
March 1. 

To Graham & Gillies Ltd.: 
C. F. Taylor (Golden Eagle) Ltd., 
manufacturers of knitting wools. 

To S. C, Peacock Ltd., London 
office: Park Trading Co., port- 
able buildings, from March 1. 

To Scott-Turner & 

Ltd.: Civitas Trading Corpora- 
tion Ltd., and associated com- 
panies, British Manufacturers’ 
Export Co. (Infradyser, infra red 
lamps), Aerosols Ltd. Panor- 
bis Shipping & Packing Co. Ltd., 
and Adare Commercial Co. Ltd. 
Campaign in export and general 
business journals. 


NEW ACCOUNTS 
To Robert Freeman Co. Ltd.: 
London's Pride soap, manu- 


factured by Peter Lunt Co. Ltd. 
National Sundays, London even- 
ings, Radio Times, general 
interest magazines (colour), and 
women's journals (colour and 
black-and-white). Package, dis- 
play and point-of-sale material 
were designed by the agency. 
To London Press Exchange 
: Tutorial Art School, 
correspondence art college. The 
first ad. inserted, a 12 in. dc. in 
Reveille (February 10) offering 
free criticism of a drawing, has 
so far pulled over 2,000 replies 
including 1,500 sketches 

To Co. Ltd: 
Oud’s Advocaat made by Wed. 
G. Oud Pzn. & Co., N.V. 

To 8S. C. Peacock Létd., Liver- 
pool: Latham & Co., Ltd., makers 
of Wafer Cornflakes. Preliminary 


campaigns localised. — Mersey 
Bedding Co., Ltd, makers of 
Marchioness matresses. I 
campaign 


To Ripley Preston & Co., Ltd., 
Derby: Watney Motor Acces- 
sories Co. Ltd. makers of 
Dragoman detachable luggage 
root Motoring, motor trade, 
taxi and undertakers’ journals. 

To D. H. Brocklesby 3 
Thorne Ltd., Silkene Ltd., and 
Lancing Engineering. All mail 
order, in nationals. 

To Auger & Turner Ltd.: East 
Anglia Plastics Ltd. Trade Press. 


NEW CAMPAIGNS 


For Jeypine disinfectant, in 
Daily Mirror, Radio Times, Lon- 
don evenings and suburban Press 
ull autumn. Agents: Graham & 
Gillies Ltd. 

For Sterling cigarettes and 
Filtertips cigarettes, both made 
by Amalgamated Tobacco Cor- 
poration Ltd. in nationals, and 
provincial dailies and weeklies.— 
For Mills Special cigarettes, also 


made by A.T.C., in general in- 
terest magazines. Agents: Saward. 
Baker & Co., Ltd. 

For W.B. Ltd., makers of cor- 
sets. etc, in national dailies and 
Sundays, women’s and general 
interest magazines, and London 
evenings. Agents: Everetts Ad- 
v Ad. 

For Velvet Crepe Paper Co 
Ltd, Velvex toilet rolls. in 
women’s journals and trade 
Press, starting March.—For 
Jaffujuce Ltd., manufacturers of 
fruit squashes, in nationals and 
magazines. For T. & W. Farmi- 
loe Ltd. Nine Elms paints, in 
national dailies and Sundays. 
provincials and trade Press for 
1950. Agents: Greenlys Ltd. 

For the new Kiwi floor and 
furniture polish, in London even 
ings and suburban papers intro 
ducing at first, a “word-making” 
competition (Prizes: £250-worth 
of furniture), which closes on 
March 22. A new pack and 
dealer aid materials have been 
designed by the agents, Masius & 
Fergusson Ltd. 


For Whalemeat Advisory 
Bureau, in nationals, pro- 
vincials, Scottish papers, and 
general interest magazines to 


April. Agents: Dorland Adver- 
tising Ltd. 


For Central Services Ltd., who 
act as selling agents for a number 
of knitting, sewing and related 
products of a required quality, in 
Drapers’ Record, Fashions and 
Fabrics, and Smallwares, Notions 
& Dress Accessories. Products 
of J. & P. Coats, English Sewing 
Cotton Co., Needle Industries 
Ltd., and Clark & Co. Ltd., will 


be featured, those of the latter 
three firms for the first tume 
The campaign is for the whole of 
1950, and as many as five colour 
ges per issue may be used 
or John Hall & Sons (Bristol 
and London) Ltd., manufacturers 
of Brolac and Murac paints, in 


nationals. Agents: Leadon 
Exchange, Led. 
For Regentone radios and 


radiograms, increased appropria- 
tion in national dailies (including 
} pages, 13 in. x 5 cols., and 11 in. 
triples), Sundays, and Scottish 
papers. Agents: Gordon & 
Gotch Advertising Led. 

For Zoflora perfumed disin- 
fectants manufactured by Thorn- 
ton & Ross Ltd, in women's 
journals beginning March. 
General interest magazines may 
be used later. Agents: J. K. 
Clayton Advertising Agency, 
Manchester. 

For a new paper handkerchief 
to be introduced by St. Andrew 
Mills Ltd., in women’s journals 
and general interest magazines. 

Thomas 


Agents Co., 
Ltd. 

For Slumberland mattresses in 
nationals, Punch and Radio 
Times. Agents: Clifford Bilox- 
ham & P 


‘artners. 

For McEwan's double Scotch 
ale in Scottish, Irish and New- 
castle papers. Agents: Willings 
Press Service Lid. 

For Linzi Dresses in co-opera- 
tion with three members of the 
Independent Stores Association 
UJ. Beattie, Bentalls, Schofields) 
for whom Linzi are creating 
special models, in women's 
journals. Direct. 


Panel To Link Press And Industry 


A feeling in the United States 
that British industry could draw 
closer to its trade and technical 
Press has led the Anglo-Ameri- 
can Council on Productivity to 
set up a joint consultative panel, 
representing the trade and techni 
cal Press (drawn from the Period: 
cal Proprietors’ Association), 
users, research workers, the 
British Employers’ Confedera- 
tion, and the T.U.C 

When the Council met in 
America one of its members 
organised an exhibition showing 
how American technical journals 
helped industry, and suggested 
that Britain might have some- 
thing to learn in this way 

The Panel has met once, and 
will meet again on March 9. It 
will seek to increase mutual 
knowledge through advertise- 
ments and through articles writ- 
ten by competent and well- 
informed writers. 

The Panel includes: Mr. Noel 
F. Hall, principal of the Admini- 
strative College, chairman; 


and trade and technical Press 
representatives, Messrs. R. 
Dangerfield (Temple Press and 
chairman of the Trade and 
Technical Press Council): F. G 
Montford Bebb (Iliffe 
Lid.); Barrington Hooper (Indus 
trial Newspapers Ltd); L. R 
Mason (Machinery Publishing 
Co., Lid): John M. 
(Creative Journals Ltd); T 
Gordon Skinner (Thomas Skinner 
& Co. (Publishers) Ltd); and 
Walter Williams (National Trade 
Press) 

The secretary is Mr. R. G 
Hooker, of the Productivity 
Council 


1951-3 Radio Shows 
To Be In London 


& Sons | 


Ryan | 


The National Radio Exhibition, | 


which is to be held at Castle 
Bromwich, Birmingham, from 
September 6 to 16, 1950, will be 
at Earl's Court, London, in Sep- 
tember 1951, 1952, and 1953. 


ADVERTISER'S WEEKLY 


SCIENTIFIC 
PUBLICITY LTD 


” SMITHS 


(By the mokers of famous Smiths *Sectric’ 
Clocks) 


to reach those manufacturers who 
must be constantly on guard 
against damaging temperature varia- 
tions. Smiths HYLOTHERMS 
record with certainty the meximum 
aye 


a over any 
periods. 


FOOD MANUFACTURE 


17 Strotford Place, London, W.1 


= 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


PETROLEUM 


A monthly journal covering 
Production; Refining; Storage; 
Distribution. PETROLEUM 
is read by technologists 


| throughout the world. 


LEONARD WILL TECHNICAL GROUP 
M anufactuting Chemist — World Crops 
Peucleum — Paint 
Muck Shifter—Chemical 


AU published at: 
17 Stratford Place, W.1 
Specimen copies on request 
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ADVERTISER'S WEEKLY 


a te ot | hce) 


Priestleys 


SILK- SCREEN + EXHIBITION + DISPLAY 


PRIESTLEYS OF GLOUCESTER 


EPHOMES. AOUCESTER 22267-25 
+ VICTORIA 3563 | 


British advertisers anxious to 
increase their trade with 
Denmark should investigate the 
possibilities of Exstras.aver 
the largest Evening Daily. Pub- 
lished by Politiken, Denmark's 
famous Morning National News- 


paper, it still offers adequate 
space facilities. Full details from 


CRANE-DEBENHAM LTD. 


69, FLEET STREET, LONDON. E-C-4 
Central,2alt 


SILK ——s- ARTS | cc 


97 SHIRLEY ROAD CROYDON 
at omer 147-8 


GRAD SPEEDY SERVICE 
EXPRESS 4 
DELIVERY 


LETTERHEADINGS 


Without Steel Dies / 


THE SELWYN PRESS LTH 
FAASHET GROVE - LONDON = «£6 


“> POSTER SITES 


BULLETINS 


HARVOW 
BILLPOSTING 
COMPANY 


PALO ING TON Ohm 


WILL KITCHEN JR LTD NEWS 
ZINE REPRESENTATIVES WILI 


APER ABD 
KITCHE 


= ; SAR 


(NEWS) 
OPSA DATA 


AL ORDON. We have been 
appointed Sole Advertising Rep- 
resentatives in Great Britain for 
this old established and rapidly 
growing Jordan daily newspaper 


New local and foreign rates 
which shall apply to all insertions 


as from March 3st, 1950, are 
FRONT PAGE 
10- per sc. inch. No vol. or 


series discounts 
OTHER PAGES 


1-5 insertions « 8/- per s.c. inch 


6 insertions or over « 6/- per 
s.c. inch 

Min, space accepted for any 
page is 2° | col 

Ad Agency discount 15”... Copies 


and details on request 

Ali Parteculars on Middle East Press from 
GEORGE YOUNG 

OVERSEAS PUBLICITY & SERVICE AGENCY [” 

10 Fleet St.lenden EC4 Cen 549467870 


* FOR BOOKS ¥ 


New and secondhand Books 


> on every subject. Stock of 
J million volumes 
Any Book sent on approval 


- 119-125 CHARING CROSS RD. 
LONDON, W.C.2 
WER 5660 (16 lines) 
Open 9-4 (inc Sats) 


pees TERS 


@ SHOWCAROS 
Mondwritten or ik Screened 


=== eur LPs 


|, NEELOD PARADE, WEMBLEY 
Tel: WEM. 3366 and 293° 


Telegrams Publicity “" Wembley 


v7, pit Street, W.2 


COLOURED 


The Autotype Co. Led 
London, W.13 


AYTOTYPE se o cure 
! 


ENLARGEMENTS 


9 to 80 sq ft »n one section for the BiF 
Brownlow Rd 
Phone = EALing 169! 


Fepruary 23, 1950 


MEDIA SPACE RECORD 
For week ending Sunday, February 19 
London 


(obemn 
- engin SPACE IN COLUMN INCHES 
Mornings & os 
. 
Evenings Classified Financial TOTALS 
Daily Express as La 4 2.208 
Dally Herald “4 74) 1 1,870) . 
Daily Mail to 1194 “) 2466) ig 
Daily Mirror 7 » 1,407 ‘ 
Daily Telegraph s 1,787% Bary 2.865) 
News Chronicle “4 an BT 2 243) 
The Times 70 2.022 a 3 SaNe 
Evening News A 1,074 2,551 
Fvening Standord 72 79 2,241 
Star 7 432 LARS) 
«8 
s 
Sunday Papers . 
News of the World 12 2 « th 704 2s 7» 
Obaerver 10 2 «2 am is 495 
People ” ww, i 458) 4564 
Reynolds News 2 22 i 575 ? Sanz 
Sunday Chronicie 0 zz ' §92 Bry 5a54 ’ 
~unday Mispateb i2 22 i #78 3 707 
Sunday Kangere News m 22 i on ‘ ao4 
Suadav Express Tu 22 «(3 487 2 me 
Sundae Mai! yo) Ss * $i2 oy 518 a 
Sumaday Mercury 8 « I 435 SO 485 
Sunday Mictoral 2 im 1 518 - 51% 
Sunday Sue 10 amit HIN 10 bs 
Sunday Tinies ©) «622 Qhor th 500 SN 7 sas 
Western Independent 16 17_ « if Ao2 Si) ose 
Provincial Mornings : 
Aberdeen Prew & [nl « 2 x ij Cae 1,244 2.211 
Hiruanghain (.azette 22 « if 708 wma 48 1,747 - 
Birtonghans Post 24gx 2 598 1,852 60 750 ¥ 
Glasgow Daily Record 72 6 « 1 1 zat 49 1700 
Manchester D Dts te 22 «x ij 1.0455 332 1,387 
Manchester Guardian a. 23 =x 2) SS4 ) Ses 18! 3,461 
Newcastle Journal & 
North Mail a] 22 ‘4 1.024 953 077 
shetheld leiegraph 1 22 « if 1,001 1,128 i Li 
Westero Daily Press is 25p« 2 a13 2.4045 1 $25 c 


Aberdeen E. Express ~« i 1,420 

Belfast Telegraph ” 24* 2 4702 1774 

Birrwuzham Bo Des 2 = if 461 1822 

Hirmagham Mai 24% 2 1080 2.842 

Bolton Kvening News “ 2x (it 1,217 174s 

Bradiord Tei & Argus 40 22 «3 1,237 1,781 4 
Coventry E. Telegraph 72 « I 1,883 1,323 

Kastern Evenmag News $6 x 2 1 767 638s 

Ediabureb E News 46 22 x 1 1,499) 2,318 

Glasgow BE. Citizen wy 22 =x I 11% 1,097 

slasgow Evens News 68 is 1 215 eal 

Manchester E Chron. A) 15 i 1 Sos 2381 : 
Manchester E News Ss 16 i 124% 2,788 5 
Middlesbrough E. Gaz 4 is ! 1,661 1,196 . 
Newcastle k. Chron M4 15 1 1,437 1,07 21 a 
Northern 1D Telegraph 6 Sg 1 1,241 1616 

Shefheld Star » 15 i sie 1,556 

W. Lanes. EB. Gazetie ~ wx ft 1,787 15% 

Yorkshire E Press se Z2y~ if L553 asa 


it must be borne in mind when reading these figures thay a large 
number of newspapers are still unable to accommodate all the display 
advertising offered them 

in many instances classifieds are still published in “A” 
opies. Figures given here and on the opposite page 
occupied in one copy 

Where spaces are left blank, it is because the information has not 
come to hand in time for inclusion 


and “B 


represent space 


“1951 Is Right Time For Festival” 


In justification of the idea of help the tourist traffic and to 
holding the 1951 Festival of ensure that business interests 
Britain during a me of economic particularly im the export field 


difficulty, Mr. J. W. Triggs. assis were served to the best possible 
tant director of public relations advantage within the limits of the 
to the Festival, said at a dinner theme set for the exhioition 
of the Society of Diploma Mem 

bers of the Advertising Associa 

thon When one t in a William Samuel & Co. (Lon 
difficult position, that is the time don) Ltd. have been appointed 


to impress peuple that you are contractors for the letting of neon 

sull capable of producing the lighted showcases in the foyer of 

best in the world.” the Hammersmith Palais de 
The Festival, he said, aimed to Danse 
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Provincial 
Weeklies a 


Acenngton Observer 


& Tunes 2 giix ft 
Bectordshire Times to Zig 1 
Herrow's Worcester 

Journal! 10 7 = tf 


Hurtenhead News 


"s 
¥ 
— 


p 
Blackpool Gazette & 


Herakt Pa) @*« 1 
Rournemouth Times 2 = 19 
Briahton & Hove Gaz A iS =x 1) 
Bucks Free Press 19 22 é ty 
Cambridgeshire Times 

Group “ 2. 
Chester Chronicle mM wx? 
Cumberland News 24 Ih 


Darlington & Stockton 


imes 0 z= 
Dudley tierald s 724 if 
Eastbourne Gazette 16 ise 1) 
Essex Chronicle 2u 6x tf 
Evesbam journa! & 

Four Shires Advir 0 22% 2 
Harrogate Advertiser i9 Wor 242 
Hastings Observer 2 219 * 
Herts Advertiser Ww + x ij 
Hertfordshire Mercury 22x 2 
1. of W. County Pres 2 “x 2 
Kent & Sussex Courter ™ 2 = ij 
Kent Messenger 12 24 «x (1 
Kentish Times Series w 44 4 
Luton News & fet 

tordshire Advertiser ” “4 
Middiesex Chronicle 

Seres 10 zx if 
Prescot & District 

Reporter o 2x2 
Rochdale Observer 2n ro ae | 
Rugby Advertiser ” 22 = tf 
Salisbury & Winchester 

ral 2. it 
Somerset County Gaz 2 if 
Southport Visiter Ser 44 2x 2 
south Yorkshire «& 
Rotherham Adv*r 10 22g™ 1g 
South Yorkshire Tunes 

yenes 20 16g% 1 
Stourbridge Cry. Exp 2 24 x it 
bt Heleus Keporter 16 2x2 
Surrey Comet i “wx ij 
Sussex Express 12 Zige tf 
Walsall Observer io mx 2 
Warnngton Guaniias i — be “ul 
Welhagton Journal 10 2ig* 2 
West Herts & Watford 

Observer 10 


Worthing Herald 


MEDIA SPACE RECORD © in 


Display Nerths, Pwhbec 


SPACE IN volo MN INCHES 


lassifiad 

touctademg  Aurtrons 

Torats 
MV arrwee’ Netwes 

Deaths F ema ecral 


Se rme Bs 
iw 475 29 iss 
4 242 ime | ome 


Sew ins 172 #3 
oa * its 1,18! 
3m 197 as rene 
Si?) an ey 1,072 
2.854) 1.025 ™m™ 4,804 
1a 286 as) v 


aee S12 282 10278 
228 4c8 270 eu 
aye 18 7 os 
5.8 ait 62 ot! 
516 a? 1078 
eae ts 1.oa0 
1,000 is 1a 
alo a 12m 
S78 2715 1 100 
S82 is iow 
473 Ss! L Pal 
Sias zt 1.1205 
771 Se 1,21 
TOR Srr2 ia 1,382 
74 Sun = 1,402 
aa M17 mi 87 
a8 LL | 42%) ima 
su4 [42 tia 


244 ” M4 3,n08 
oe a3 6&2 1,024 
a17] 250 143 tL | 

23 Sin .as 1 Je? 

687 319) 148 1124 
799) we 12 131s 
wa§ ms hs) 1,248 
us 47% g484 1,12 
477 292 10a 
199 54! 223 108s 


When more than one edition & published, figures are tor maa edition only 


More Advertisers Use Posters 


A number of new customers 
are using posters for the adver 
tising of their products, said Mr 
George T. Mills. chairman and 
managing director Mills & 
Rockleys Lid. in his statement 
it the annual meeting on Tues 
day at Nottingham 


SCHOOLGIRLS’ 
EXHIBITION 


The Schoolgirls’ Exhibition will 
be held this year in the New 
Horticultural Hali, Westminster 
May 24—June 3 

\ 16-page brochure describing 
the exhibition, issued by the 
organisers, J. P. Good (Exhibi- 
tions), gives details of a national 
handicraft competition arranged 
in collaboration with the Craft 
Journal and open to girls up to 
19 years of age 

The brochure, price 2d. 1s 
being sold through schools and 
youth organisations, and on book 
stalls 


Adverse factors reduced 
materially the company’s profits 
for the year to October 1948. but 
hopes for improvement had been 
fulfilled. Withdrawal of rationing 
for poster paper as from March 
1, 1949, had proved of great bene 
fit to customers For the first 
time, economic printing of posters 
became possible, and the conse- 
quent improvement in poster de- 
sign Was apparent on the poster 
panels throughout the country 

Trading profit, £123,502 
showed an increase of £69,359 
before provision for tax, com 
pared with the previous year 
Net profit, £53,337. was an im 
crease of £26,013. Dividend is 
to be 10 per cent, less tax, the 
same as for 1946 and 1947 


The Young Master Printers 
national conference will be held 
at Buxton from March 3-6 
Principal speakers will be Mr 
Charles Pickering, on traming, 
Mr R. Bell, on management; 
Mr. Robert Willis, on unions 


M? 
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ADVERTISER'S WEEKLY 


Ulster opens her doors to all 


Please send for fore 320 - page dius 
trated Guede (Poctage G4) to Dewt 
14) Uleter Tearct Dewlopment 


ivviand, t 


Kureau, 13 he gent 


SERIES 


NORTHERN 


17,914 


Complete coverage of the prosperous agricultural, fishing and disc fling 
districts of Moray. Nairn, Western Banfishire and South Inverness-shire 
he Northern Scot carries & greater volume of smalls than any OTHER 
paper published North of Aberdeen 


E. J. WILLS, 118 FLEET ST., E.C.4 CEN 2715 4571 


SCOT 


ABC be. jo4e 


Home & Country 


Magazine of The Notional Federation of Women's institutes 


Now read by 
in England and Wales 


| ke Advertisement rate as from 


129,500 Country Women 


Ist March 


£25 per s.c. and. pro rata 


39 ECCLESTON STREET, 


LONDON, SW.1 


SLOANE 7212 


TO PUBLISHERS 


We specialise in the printing 
and dapatching of establish 
ed monthly, quarterly and 
annual publicauons 

your enquiries to — 

G. *. TOMKIN, LTD. 
5015, Growe Green Road 
Leytonstone, EH LET 1 104-5 


BOLTON STANDARD 


® wide circutation in Bohen 
yak «4 * weet sod mot 
Prosperous town ane dpunces 
contaming 6 pupuler) we 


Boor A SERIits NOW 
ema) ~~ &- sd. 
dn sale every Thuereday 
VICTORIA ST. BOLTON 
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ADVERTISER'S WEEKLY 


We Hear— 


THAT Sir William Crawford is 

making excellent progress follow- 

ing his recent operation and will 

be going shortly to his country 

home for convalescence. And 
‘ 


IHAT Jacques Hirsch, director 
of Crawford's Paris and Brussels 
offices, will be visiting London 
shortly 

* * * 
THAT Britain had the biggest 
display among 27 nations in an 
annual international travel sup- 
plement issued by the New York 
Times on Sunday 

* > * 
THAT W. G. D. Softly, accounts 
executive for Willing’s Press Ser- 
vice Ltd. curtailed a month's 
skiing holiday in the British Zone 
of Austria in order to be home 
in time to record his vote. 

* * * 


THAT Major Norman Kark, 
editor-in-chief, Norman Kark 
Publications, spoke in “In Town 
Tonight” last Saturday on his 
recent trip to Australia, New 
Zealand, and ms Far East. 

. * 


THAT the executive committee 
and past presidents of the 
Women’s Advertising Club of 
London entertained Frau Leber, 
one of the three proprietors of 
the Berlin Telegraf, at Dorothy 
Contes house recently 

* * 


THAT a West End Cinema is 
planning a publicity tie-up pro- 
gramme with several national 
magazines. 

* * * 
THAT T. N. Treen, director, 
Gilbert Advertising Ltd., left by 
air for South Africa on Saturday 
to meet John Oldham, chairman. 
Oldham & Sons, Lid, battery 
manufacturers, of Denton, Man- 
chester, on a special assignment 
im connection with the Oldham 
company in Johannesburg 

* * *. 


THAT Roy Charles Annett, ad- 
vertisement manager of the 
Richmond — and Twickenham 
Times series for the past ten 
years, Was married on Saturday 
to Miss Mary Georgina Johason. 
Guests included Percy Dimbleby 
(managing director) and Mrs. 
Dimbleby. And 
* * * 


THAT a telegram of good wishes 
from Richard Dimbleby, the 
editorial director, included the 
message “May all your ‘ads. be 
small ones.” 


THAT Graeme Cranch, who is 
to address the Publicity Club of 
London on “Interpreting the Sur- 
vey” on March 6, is a member of 
the council of the European Mar- 
ket Research Society, as well as 
vice president of the Market 
Research Society, London 

* * * 


THAT 5. A. P. Willis, advertising 
manager of the Frigidaire Divi 
sion of General Motors Ltd. 
recently returned from a four 
weeks visit to America where he 
attended the Dayton Sales Con 
vention. 

* * * 
THAT dwindling coal stocks 
due to the strike of U.S. miners. 
caused the banning of al! indoor 
and outdoor illuminated adver 
tising in New York from noon 
on Monday 

* * * 
THAT a new campaign for Old 
Angus whisky is being planned by 
Pritchard, Wood & Partners Ltd. 

* + * 
THAT John Newton (Publicity) 
Lid., Manchester, are moving to 
new premises shortly 


THAT revised estimates of 
government expenditure on pub- 
licity, due this month, are being 
delayed for submission to the 
new Parliament 

* * * 
THAT Harrogate Information 
Bureau last year dealt with 
11,666 personal inquiries, and 
1.964 by telephone, and des- 
patched 44,925 letters and parcels 
of literature by post 

* 


PHAT the Herts Advertiser pre- 
election issue carried advertise- 
ments from all 18 candidates for 
the six Parliamentary divisions 
in its area of circulation. Space 
totalled 183 s.c. inches, and in- 
cluded 24 in. dc. and one in 
dc. ads 

* * * 

THAT Promise Press Ltd. have 
been elected to membership of 
the Periodical Proprietors’ Asso- 
ciation 


GALE & POLDEN RESTAURANT OPENED 


An impromptu ceremony took 
place at the opening of the 
Wellington Press restaurant, at 
the Aldershot premises of Gale 
& Polden Ltd., last week when 
Mr, Dennis G. Jones celebrated 
winning the Silver Medal in the 
British Federation of Master 
Printers 1950 Layout Competi 
tion, by taking an extra large 
slice of the cake which had been 
made to mark the opening. The 


Coverage in the London Postal Area 


1532 out lof 


1580 


RETAIL STORES 


Apply for particulars to Advertisement Manager, 


UNDERWEAR & STOCKINGS, 


picture shows Mr. Jones enjoying 
the cake, watched by Mr. Ernest 
Polden (right) 

The restaurant was opened by 
the Mayor of Aldershot, and the 
occasion was attended by repre- 
sentatives of the trade Press, and 
printing and advertising execu- 
tives The design and decor of 
the restaurant was planned by 
Gale & Polden’s art director, Mr. 
Norman Britton 


Pepruary 23, 1950 


Glovers Advertising organised a 
Press party at the Spanish Club, 
London, last week, sponsored by 
Marshall & Snelgrove and Jos. 
Bancroft & Sons, to introduce 
“Everglaze’ fabrics. Left to 
right: L. M. Jefferson, Glovers 
Advertising; J. O. Collins, 
managing director, Marshall & 
Snelgrove; S. Clark, Jos. Bancroft 
& Sons; J. Miller, W. A. Slow, 
advertising manager, Marshall & 
Snelerove; M. G. Moss. 


ADVERTISING 
DIARY 


Friday, February 24, 

Pusucity Cius of Giascow 
Speaker: R. McKenzie 
Saturday, February 


PUBLICITY Cis oF Leeps 
Little journey to The Yorkshire 
” 
‘ow SuErFrELD 
Roberson - Macdonald on 
Public :. 


INCORPORATED ADVERTISING MaANa- 
GOERS ASSOCIATION 
night. “M Agra, aod L” 


Reorr ApDv i ae Cie. 
FH. Tate on “The Sugar tnd 
and Nationalisation.” 
ot Arts. 6.30 pm 


Royal Society 


Pusiicriy Cius oF AstaDrEN 
Hector Hughes on Aberdeen and 
the Festival of Britain 1951 The 
Royal Athenwum. 7.30 p.m 

Pusticiry Cis oF 
Luncheon meeting 
R. Gresham Cooke on 
with Britain's Motor 
a sinys Restaurant 


Friday, 
Miners HESTER PustictTy Assoc 
Juntoe = Sectro~ Speaker 
on Lets Design a 
International Club. George 


Leeps 
Speaker 
Forward 

Industry.” 
Leeds, 12.30 


Civs or Gtascow 
Millar on “Scotland's 
Industrial Outlook Now "* 


Lowpon 

“Imerpretng 

* Waldorf Hotel. 6 o.m 
Cis oF Leeps 
Powotny's Restauram 
Presemation of F. E. Cook 


the Survey 


Newcastie 


y. 1. 
Pusuicrry Cius oF 
“Newcastle and 


KR Shanks on 
District.” 
W edmesday 


+» March 8. 

Instirrure oF Posts ReLations 
John Grierson on “The Scope of 
tims in Public Relations” Pian- 

28 King Street, Covem 


INCORPORATED ADVERTISING Mana- 
GERsS’ ASSOCIATION oecr Falk on 
Overseas Advertuing”” Waldorf 


Hotel. 6.30 pm 
Thursday, March 9. 
Pustwcrry Cius oF 


Lo~pow 
Gata Dorchester Hotel 


Underwear & Stocking s 
ia - thats the way to pelLegrect aa 3 


47, Hertford Street, Mayfair, [London, W.!. 


Tel: REG 7557/8 
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Ivor Lambe Dies, Aged 43 


Ivor Lambe, chairman and 
managing director, Lambe & 
Robinson Ltd. died last Thurs- 
day, aged 43 

With Kenneth Robinson, he 
founded the agency in 1946 and 
was manag- 
ing director 
from its in- 
ception 

E d ucated 
at Sherborne 
mand Trinity 
» Hall, Cam- 
bridge, Ivor 
Lambe will 
oe largely be re- 

| mem bered 
™® for the Daily 
= Mirror fea- 
iture “Ivor 

L a mbe's 

Tails” that 

he conducted 
for some years before the war. 
Before joining the Mirror, he 
had been advertising manager, 
Crosse & Blackwell Ltd 

In the spring of 1940 he went 
to the Ministry of Information 
Campaigns Division, where he 
was responsible for many of the 
wartime campaigns for the 
Ministries of Labour and Health 
~in particular, “Dig for Victory ” 

He was honorary publicity 
adviser to the National Gallery 
and to the Red Cross Agricul 
tural Fund 

A brilliant marketing adviser 
to many famous firms here and 
in the States. Mr. Lambe was 
also known to most of the pro- 
minent men and women in 
journalism and the arts. With 
his bulk—he was 6 ft. 2 in. high— 
and his love of good food, good 


? 
4d 


Ivor Lambe 


wine and good conversation, he 
revived memories of the colourful 
personalities of Fleet Street at the 
beginning of this century. 


Bertram Evans 


A typographer with an inter- 
national reputation, an expert on 
printing, and a man of many 
enterprises in the fields of pub- 
lishing, advertising and trade and 
technical journalism was Mr. 
Bertram Evans, whose death on 
February 14 was reported last 
week. 

In recent years he was chiefly 
concerned with the further devel- 
opment of Stationery Trade 
Review, a monthly covering 
manufacturing, 
retail aspects of the trade, and 
with Bertram Evans & Personal 


Staff Lid., creative specialists in | 


trade advertising and display 
material, of which he was the 
founder and managing director 

He was the founder and first 
editor of Printing Review (1931), 
of Stationery Trade Review 
(1933), and the quarterly Indus- 
trie! Arts; and was also joint 
editor with Mr. John C. Tarr, the 
typographer, of Printing Industry. 
a pocket magazine for the smaller 
printer and the student of print- 
m 

Mr. Evans's lectures on printing 
and allied subjects were well 
known in the printing industry 
He had a remarkable knowledge 
and appreciation of type design 
As an editor he was always 
enterprising, and was responsible 
for many innovations in the 
magazines he edited 


PUBLICATIONS NEWS AND NOTES 


To announce its monthly pub- 
lication in April, A 
Machinery Journal has produced 
a four-page promotion sheet giv- 
ing details of its overseas circula- 
tion, advertisement rates, and 
categories of readers, and listing 
about fifty leading regular adver- 
tisers. 


A special section devoted to 
merchandise for the USA. is 
included in the February Cloth 
and Clothes, which contains some 
very good colour reproduction 
both in the advertisements and 
editorial pages. Of 104 pages plus 
covers, more than 60 are adver- 
tisements. 


About 60 pages of the 90, plus 
covers, of the February issue of 
Pottery and Glass are occupied 
by advertisements, some in full 
colour 


Angler's News, which has been 
a fortnightly since the beginning 
of the war, re-commences weekly 
publication for week-ending 
March 11. There will be no 
change in rates or format. 


A supplement published by 
on January 26 to 
commemorate the inauguration of 
the New Constitution of the 
Republic of India. consisted of 
92 full-size pages in addition to 


the 6-page regular edition 
issued on that day. Leaders of 
thought, statesmen and politi 


cians of all parties in India and 
Britain contributed 
ment, which carried 43 pages of 
advertisements of which several 
were in colour, sold nearly 
200,000 copies. 
Ltd., Madras, are publishers. 


The February issue of Ameri- 
can and Commonwealth Visitor, 
published by Staples Press Ltd. 
is a Northern Ireland number, 
and carries an 8-page supplement 
devoted to Northern Ireland in- 
dustry 
mately five pages of advertise- 
ments, including a double page 
spread devoted to hotels; the 


supplement about three pages of | 


advertisements. 


wholesale and | 


The supple- | 


Kasturi & Sons, | 


The Visitor has approxi- | 
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ADVERTISER'S WEBKLY 


It’s not Primroses all the 
way for advertisers in 


BRITANNIA 
and EVE 


but they do pick up a lot of 
business from their invest- 
ment within its columns. 


The Spring and Summer 
issues of Britannia and 
Eve will carry superb 
examples of British Advert- 
ising and Editorial crafts- 
manship. 


You can make 
advertising pay 
when you use 
Britannia and Eve. 
Hundreds of Advertisers 
do it every year! 


| E POULTON, Advertsement Manager, 
Commonwealth Hse, New Oxford St, London, WC HOL. 6955 
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ADVERTISER'S WEEKLY 


CLUB NEWS (Continued From Pag 


Tommy Trinder For 
London Gala 


Tommy Trinder, Bill Johnson 
and The Television Girls are 
among the artistes who will ap- 
pear in the cabaret at the Publi- 
city Club of London Gala, at the 
Dorchester Hote! on March 9 

More than half the available 
accommodation has been booked 

Ladies gift boxes for the gala 
ure being made by Eburite Cor 
rugated Containers Ltd, and 
20 more advertisers have contri 
buted gifts 

On the social committee are 
Miss S. Weinberg (chairman), 
Mrs. S. Ayles, Miss G. Ensor, 
Messrs. A. Betts, W. Brasher, W 
Harold Butler, R. Cooper, G 
Freedman, 8. Hague, J. Hewson, 
F. Pemberton. 

Me. E. 3. F 
Press publicity 


Fox is handling 


Regent Club Dance 
Aids N.A.B.S. 


At the Regent Advertising Club 
dance in aid of the National Ad 
vertising Benevolent Society last 
Friday were the chairman, Cmdr 
Alan Robertson Macdonald, with 
Mrs. Robertson-Macdonald, Brian 
Reece and Joy Shelton, the 
broadcasters, and their publicity 
manager, Mr. Latehford 

Richard Hudout Ltd., Conway 
Stewart Ltd. Ever Ready Razor 
Products, Colgate Palmolive Peet 
and Smiths English Clocks gave 
prizes for events held during the 
evening N.A.B.S. benefited by 
SiN Guineas 


HULL ct B GALA 

Mr. Claude F. Brown and Mr 
Norman J. Wright were joint 
M.C.’s at the annual gala of 
Hull Publicity Club, Gifts for 
the ladies were provided by con 
tributions from many firms and 
individuals 

The president, Mr. Lionel F 
Larkin, was unable to be present 
because of illness in his family 


This year’s recipient of the 
Publicity Club of London Cup 
will be chosen at a special mem 
bers’ meeting on March 6. Two 
nominees have been put forward 
hy the council 


315) 


Irish Club Scores 
Record 


With the election of Mr. J. F 
Mecinerney as president of the 
Irish Retail Newsagents’ and 
Tobacconists’ Association, the 
Publicity Club of Ireland has 


achieved a record in having three 
of its members in the top posi- 
tons in other organisations 

Mr. W. J. Costello, a council 
member, ts president of the Dub 
lin Rotary Club, and Mr. Frank 
Hugh O'Donnell. also a council 
member, has just been re-elected 
president of the Federation of 
Irish Manufacturers. 


Topics At Dublin 
Meetings 


On Tuesday last week the Irish 
Advertising - Press Club was 
addressed by Mr. Eric Boden, an 
Irishman who is a radio and tele 
vision consultant in San Fran 
cisco, and who discussed the 
changing home habits of Ameri 


cans since the introduction of 
television He also gave much 
useful information regarding 


sponsored programmes 

Last Thursday, at the monthly 
luncheon of the Publicity Club 
of Ireland, Ald. Peadar 8. Doyle, 
a council member, read a paper 
on “A City as a Business.” Mr 
Frank Hugh O'Donnell proposed 
a vote of thanks; Mr. Jack 
O'Sheehan also spoke 


“Love In A Mist” 


The Publicity Club of London 
dramatic section will perform 
Love in a Mist” at the Fortune 
Theatre on Friday and Saturday, 
May 26 and 27 


Iwenty-five members of the 
Publicity Club of London made 
a “Littl Journey” to the Acton 
we cream factory of T. Wall & 
Sons Ltd. last Thursday 


Mr. W. C. Jarvis, staff training 
manager, Boots Pure Drug Co.. 
sddressed the Publicity Club of 
Nottingham last week on the 
forms of advertising and publicity 
which bring people into the 


stores 


Legal and Gazette 


New Companies 


Murray. Phote-Lith Service Lid. 9 10 
New Street —— tt 4 Photewrapher 
Nonmunal car 1S Directows 
Murray. D Mu ta and |) TUR Ager 

Sh 8 Sereee Process Co. ted, na 
lawrence Road Ff + Nomina apita 
too 

W orld. Wide enowpmaar 9 £ oudon) Lid... 
iM Sloane Sur Nom na 
capital 124.000 Dut ches ys G Pelham 
snd RO Nerdrum 


(The above-mentioned particulars of 
new companies recently registered re 
taken from the Daily Register compiled 
ty derdan and Sens, Lid, Company 
Registration Agents, 116 Chancery Lane 

Londen, W.C.2.) 


WILLS 


Me bLowsep Cuenpvix Austen lL opon 


srmar Sport tesw ook Ballantyne 
‘ ‘ former prewdem Feder 
On { Master Printers Great 


Makers 


ms €217 40) 108 Sd ne 


KeeNanan Gwynne 


Bettas author and publishers adver 
tsement manager { The Spectator ef; 
‘ 2 id gross, £916 17s OK me 

Me lows Com™minc FPoears. for many 
cars nm the advertming departmem of 


Pcl Led left £5,199 ‘ "d eros 


FEMALES AND FIDELITY 
n year at ‘ 


Fepauary 23, 1950 


CLASSIFIED ADVERTISEMENTS 


(Continued from page iii of cover) 


APPOINTMENTS WANTED 


REPRESENTATIVE, sdordy § revienite 
from present post soca appoummem 


as COMACT OF aC_OUNTS cXECULeE 
ence mm outdoor publicity and printing 
Box “57 Ad. Weekly 180 Fieet St EC4 
mo falacy 

agencics 
ang woman 
t. Jia ans 


attested 
Seeking (hanec 
fers Product’ 


ambitious » 
m and Pr nt 


Marketing; Copy and ¢ c and 

Exccutive Experience 

Box 489 Ad. Weekly 180 Fleet S: ECS 
SPCRETARY TYPIST ‘icmaic) lone 

caperence Newspaper Adveriing. re 


Quifes simular positon City 


St Ecs 


winbow DISPLAY, exhibition Gesigner 
» 


with experichce in first-class con 
crete, metal and paper sculpture, and 
ability © conceive and carry out 
original ideas, Looks for position with 
progressive firm or studio 
m= “58 Ad Weekly 180 Fleet St EC4 


WANTED 
FREE LANCE ARTISTS 


A growing organisation with 
much work to give out wishes to 
contact first class layout Artists 
who can do free lance work in 
their spare time Generous 
payment for good work. Write 
in confidence for an appointment. 
Our staff has been notified of 
this advertisement 

Box 713 
Advertiser's Weekly, 180 Fieet Sc., E.C.4 


COPYWRITER, University science train 
ing an undertake eccynical writing 
imstruction teaficts etc Popular and 
humorous approach where necded 
wr 
Box 595 Ad. Weekly 180 Flect St BC! 


TUDOR ART AGENCY LTD. 
wish to represent good 
ILLUSTRATIVE, FIGURE AND 
CHILDREN’S ARTISTS 
free lance basis only 


Phone HOL 884! 1 Furnival St., E.C4 
IDEAS AND COPY lor 
accoumt that needs har “ 
state mes that need fresh ideas 
Reasonable charecs for a “dd theme 


strong Copy. Practical rougi«e 
Box 324 Ad. Weekly 180 Fleet St BCS 


SPECIAL ANNOUNCEMENT 


See February 19 issue of Adver- 
tser's Weekly pages 300 and 30! 
for the Advertising Services & 
Supplies Section. March 16 
will be the next issue containing 
these services. 


BUSINESS OPPORTUNITIES 


SHOW CAPDS, CUT-OUTS, 


Book Jackets Advertising Folders 
ete by phote-litho of tetierpress 
(own photo-litho process plant) 
CARILLON PRESS LTD. 

Fine Cotour Primers. Bournemouth 
clephone: Boscombe 36835 
London Office: 147 Victorna St... SW 1 
Phone ViCtoria 0663/4 


BUSINESS OPPORTUNITIES 


“3 MOTORISTS " GUIDES FOR —. 
Established 1900 N. Wales, W 
land, N Copyr eht } 
biocks, some advertisement contracts 
Fust £200. Millmore. Clayton, Yorks 


PHOTOGRAPHIC 
PRINTS 


Any Size — Any Quantity 
Write or Phone 
PHOTOWORK LTD. 


LILYWHITE LTD. 


73 Chay Suen, Sat w.i 
Tel. Welbeck 09. 


PARTNER WANTED. | am working 


atone a limited company, about 20 
small counts, office W.C.2. but want 
a partner (© take over the contact side 


whic | concentrate on designing, art 
work and production Live man adic 
to increase scOpe Of business Invest- 
ment opuonal 
Box 565 Ad Weekly 180 Fleet St BC4 
= ESTABLISHED SIGN WRITING 
».. for sale. London area 
oaaneian lurnover exceeds £20,000 
Netting £3,000 pa. First<lass premises 


Box 704 Ad Weekly 180 Pieet St ECS 


PERSONAL 


ACCOUNT 
EXECUTIVES 

you can never account for the 
future. Make it more secure by 
joining the Publicity Workers’ 
Association, the only trade 
union for advertising. 

SECRETARY 
143 Cranbrook Rd., Iiford, Essex 


ACCOMMODATION 


PROFESSIONAL DISTRICT wa. Bs 
Furst Floor room 15 ft! x 12 ft,, mort 
aspect. Rent Ws. per week. HOLborn 
YUH 

MODERN hg ey Romford Road 
Forest E.7 (near junction Wood 
Limited number avail 

suitable for Professic 


TANK Re rad) 
able February 


firms Rental inciusive of 

heating cleaning ho water 
facities = (male and = female) 

CTVICE cameen, floor cover.ng, teic 
phone use of general and reception 


offices. Box C_AS. 194, 25 Haymarket 


STUDIO SEAT offered to Artists sharing 
Mt 


Martin's Lane Moderate remal 
Facilities provided ly 
Box 494 Ad. Weekly 180 Pleet Sc EC4 


ES AND WANTS 


PLLLY A OUGNISED a 
( ‘ 


AGENCY (London) for sale writ 
first matancc principals ocly wn ” he 
nfidence to WW. c/o Hall Brydon & 
Lctors, Arundel House, Arundel 
Street, London, WC 2 
AD DC Re Star N 3 Machine 
first « ndition. for photograph 


and «drawing 
with 4 white 


reproduct.on Compicte 
cname) 


2? clectric dryers. plaice glass squececc 
tadic Price {50 Can_ be inspected 
North London Reply Box G.A_ 104 

Salisbury Court Fleet Street 


ONE type AC) clectric ai compressor 

(Acrograph) two air brushes as new 
200 250 au, £40 Also hand 
ted gumming machine for «mal 


won t4 Apply 
Box **9 Ad Weekly 180 Picet Sc BC4 
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PROSPECTS FOR BRITISH EXPORTS 
A Guide to Advertising & apc 


Can YOU 
pronounce 


the name of 
the largest 
newspaper 


in SWEDEN ? 


Try it in this way: Das in Daily, A as in |Arge, G as in Great, E as 
in Efficient, N as in Notable, S as in Selling and N as in News, 


Y as in sEE, H as in Hot, € as in wEll, 
T as in Top, E as in Evident and R as in 
Results. Not so difficult, is it? You have 


\ Ane right el got the two words DAGENS NYHETER 


"ag Atop mane \ 


which can be translated “The Daily News.” 
The name of Sweden's largest daily is, of 
course, a household word in all parts of the 
country. Swedish advertisers recognise 
it as an essential and outstanding medium 
which produces exceptional results. 


Dagens Nvheter print advertisements in four colours, too. 


DAGENS NYHETER 


pronounced “Daghens Neehaiter 


Published in Stockholm—nationally distributed throughout Sweden 


LONDON OFFICE: 


FRANK L. CRANE 


69 Fleet Street, London, E.C.4 Phone: Central 2811 
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The Swedish 
market 
Call he Yours 


if you talk 


properly to il. 
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Fesrauary 23. 


The National Magazine 


for 
Swedish Executives 


THE OFFICIAL ORGAN OF THE 


Swedish Employers’ Confederation is 
mainly representative of Industrialists. It 
comprises 40 Trade Associations covering 
over. 10,000 Employers. It is controlled 
by its members, the Trade Associations, 
and a general group of miscellaneous 
Employers. The objectives of the Confedera- 
tion are concerned with promoting the 
common interests of Employers, and 
especially affording assistance to Trade 
Associations in negotiating and _ inter- 
preting collective contracts made with the 
Trade Unions. 


INDUSTRIA, as the official organ of 
this organisation, influences readers who 
have the “Yes” or “No” to a sales proposal. 
If you have anything to sell these readers, 
be it a product, or a service, it is sound 
and economical salesmanship to use 
INDUSTRIA as a KEY ADVERTISING 
MEDIUM. Sound because your message 
goes to the right people, economical because 
it does so without waste circulation. 


Established in 1905, INDUSTRIA is the 
authoritative voice of free enterprise in 
Sweden—it is a magazine for, and about 
Swedish Industry. It presents and discusses 
current and important trends, ideas and 
problems. 


BEST ADVERTISING 


INDUSTRIA 


ANSWER 


SWEDISH EMPLOYERS' CONFEDERATION 


INDUSTRIA 


Excellently produced and modern in style, 
INDUSTRIA has a net paid circulation of 
26,500 monthly at 1.50 Swedish Crowns 
(about 2/-) per copy. The number of pages 
per issue exceeds 100. The best writers, 
artists and photographers combine in the 
production of an informative and authentic 
journal. 


The advertising content of INDUSTRIA 
is varied in character. Regularly featured 
are the following products and services : 

Machinery—Electrical rvs mss 
Precision Instruments — Steel — Pulp 
and Paper — Cement — Oil — Office 
Equipment — Port Facilities — Trans- 
portation (Freight and Passenger, 
Land, Sea and Air)—Banking—Insur- 
ance—Exhibitions (National and Inter- 
national)—Daily Newspapers—Adver- 
tising Agencies etc. etc. 


If you consider that INDUSTRIA holds 
advertising possibilities for you, please 
write for specimen copy, advertising rates, 
and any further information which may be 
required, to :— 


ROBT J. SMYTH 


3440 LUDGATE HILL, LONDON, E.C.4 
(CITY 2784) 


THE “FINAL DECISION” MARKET 
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A Space-Buyer’s 
Dream! 


Quite a bold statement, isn’t it? And, of course, 
not altogether truc, but we honestly believe thar 
Gineborgs-Posten can offer you something rather 
unique. Let us briefly examine the two main 
considerations of a Space-Buyer: Coverage and 
Cost. 


Coverage: 


If you take a look at the map in this advertise- 
ment you will find some parts tinted. These are 
the areas where the major part of Géteborgs 
Posten’s circulation is distributed. In all, 
approximately 2,000,000 people live there—almost 
one third of the total population of Sweden. In 


many areas 50% of more of the total number 
‘ Karlstad 
of houscholds take Gdétcborgs-Posten regularly 
The list below—an extract from the latest Swedish 
ABC figures—will give you some indication of 
this. The figures show the percentage of the total 
number of households taking the paper regularly 


Gothenburg . . . 74%, | Kungsbacka 70", 
Skovde-Hjo 41% 
Alingsds .... . 46% Mariestad.... . 39", 


Viinersborg . 46% 


Bords 


‘ ° . 
GOTEBORG , 


‘ost : Jonkoping 
Cc 

If we take the rate per 1,000 copies Giteborgs 
Posten is the most inexpensive advertising medium 
in Scandinavia. The millimetre rate is Sw. Kr 
0:51, and as the net (ABC) circulation is 220,400 
the cost per m/m per 1,000 copies is thus as 
low as Kr. 0.00232. This corresponds to 0.98d 


per single col. inch. 


Apart from coverage amd cost there are, of course, 
many other qualities you have to consider But these 
vary from case to case. |f you want to know more, call 
on Powers Lhey Anow what they are talkine about 
and they are there to be!p you 


Goteborgs-Posten 


Exclusively represented by 


Joshua B. Powers, Ltd.. 
14, Cockspur Street, London, $.W.1. Tel. Whitehall 3305-6 


Fesauary 23, 1950 
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. Newspapers with a total daily circulation exceeding 582,500 reaching 
the homes of the high salaried executives and workers — Sweden's 
4 biggest buyers. 


For details apply London Office : 


COLIN TURNER (LONDON) LIMITED 
98 ST. MARTIN’S LANE - LONDON - W.C.2 
Tel.: TEMple Bar 2767, 7024 
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An American enterprise 
initiated an investigation 
about Svenska Dagbladet 


te oe 


—here you have 


An American export firm interested in 
seeing to what an extent its advertising 
reached the Swedish metal industry 
through SVENSKA DAGBLADET, re- 
cently made an inquiry of our represen- 
tatives in New York, Messrs. Joshua B. 
Powers, Inc. We received from the United 
States Department of Commerce a listing 


comprising 150 large, average and small 
enterprises within the Swedish metal in- 


dustry. The object was to ascertain how 


many of these 150 enterprises, how many 


of their managing directors, and how 
many of the members of their boards of 
directors, are subscribers to SVENSKA 
DAGBLADET. 


The result was that 476 permanent sub 


scribers were traced among these 150 en- 


terprises themselves, or among their ma- 


naging directors or their boards of direc 


tors. This means that on an average 3 or 


Exclusive British Representatives : JOSHUA B. POWER 


This is the reason why 


SVENSKA ILDAGBLADET 


year by year carries the greatest volume of national advertising in Sweden * 


Fesruary 23, 


* The latest available figures 
of national advertising in 
Sweden show that in 1948 
Svenska Dagbladet published 
11,595 column inches or 73 
full pages more than the paper 
ranging next in this respect. 


the result... 


4 copies of SVENSKA DAGBLADET 
daily reach and influence the leading men 
of each firm within this important in- 
dustrial group. 


Moreover, in the cases of 100 of the 150 
companies concerned, SVENSKA DAG- 
BLADET offers 100 per cent coverage, i.e. 
all of the firms, plus their managing direc- 
tors and all the members of the boards of 
directors, are subscribers to SVENSKA 
DAGBLADET. 


This result is but a confirmation of what 
we already knew, viz., that SVENSKA 
DAGBLADET holds quite a dominant 
position and represents the most extensive 
coverage available of the Swedish metal 
industry 


For decades the paper has also dominated 
the other branches of Swedish industry. 


S$ LTD., 14 Cockspur Street, London, $.W.! 
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Sweden’s Minister of Commerce 


Mr. JOHN ERICSSON 


in a Message of Congratulation to 


“Advertiser's Weekly” says:- 


i950 should see a 
further increase in 


RADE between Sweden and Great Britain has for many 
“Tl son david cn taal ete Sesamsinaetes 
two countries. Before the Second World War a larger 
part of Swedish exports went to Great Britain than to any 
other country, and as regards Swedish imports Great Britain 
was, with U.S.A. and Germany, one of our foremost suppliers. 
Swedish-British trade has traditionally been dominated by 
certain large groups of commodities. Sweden has above all 
bought coal, steel, textiles and machines in Great Britain, 
while British interest in Swedish goods has been concentrated 
on timber, paper and paper board, pulp, iron ore and certain 
foodstuffs . 

Developments during the post-war years have resulted in a 
substantial increase in trade between the two countries. That 
trade has at the same time become more differentiated than 
before. Many articles are now included in the trade which were 


within the dollar area. Sweden is now Great Britain's best 
customer and largest supplier of goods in Europe. It is likely 
that in 1950 Great Britain will account for nearly one-fifth of 
Sweden's entire foreign trade. 

The expansion of Swedish-British trade still in progress 
must be met with satisfaction on the Swedish as well as on the 
British side. Ways are being discussed of releasing trade 
from quantitative and exchange restrictions. Free Swedish- 
British trade would normally result in a Swedish export surplus. 
It should be expected that a general liberalisation of trade and 
payments will have a favourable effect on the development of 
Swedish-British trade. So it is ‘my sincere hope that the 


ADVERTISER'S WEEKLY 


efforts will give good results. 


Finally, | want to express my high appreciation of the 
initiative of Apverriser’s Weekty in publishing a Swedish 
Supplement which, I am sure, will further trade between our 


two countries. 


A high standard 
of living 

augurs well 

for British sales 


By H. DESCHAMPSNEUFS, 


Manager, Overseas Department, 
F. C. Pritchard, Wood and Partners Lid. 


LTHOUGH oneof the ten 

leading importing countries 

in the world, with a pre-war 
per Capita import figure equal to 
that of Great Britain, Sweden 
has preferred in the past to trade 
with Central Europe whenever 
possible. 

By remaining neutral during 
the war this tendency was per- 
haps accentuated Sweden's 
natural inclination has been to 
look inwards instead of out- 
wards in her dealings with the 
rest of the world. 

Post-war circumstances, how- 
ever, have compelled her to alter 
this policy. The loss of Germany 
as a supplier—the importance 
of American goods and money 
and the desire to maintain a 
high standard of living have 
forced her to look outwards 
Yet this—allied to her traditional 
liking for British goods—must 


surely lead to increased Anglo- 
Swedish trade in the years to 
come. 

The pattern of Swedish trade 
has changed considerably over 
the past twenty years. Before 
the war Sweden had a small 
import surplus of trade, well 
covered by her invisible earnings, 
particularly from her merchant 
shipping. 

In spite of the gradual loss of 
Germany as a supplier, imports 
rose steadily until in 1944 the 
adverse balance was over 800 
million kroner (£53 million). In 
the following year there was a 
sharp swing the other way, to 
the extent of an export surplus 
of nearly 700 million kroner (£47 
million), due, of course, to 
Germany's total disappearance 
as an exporter. 

In 1946, however, the import 
surplus came back, rose to a 
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peak of nearly 2,000 million 
kroner (£133 million) in 1947, 
and only fell back the following 
year to something like the 1946 
figure because of rigid import 
restrictions and a determined 
export drive. E.R.P. has come 
to the rescue, but only in the 
form of loans, not grants. And 
this is not scheduled to continue 
beyond 1952. 

To achieve a balance of 
payments by 1952, Sweden has 
stated her targets. The chief 
thing to notice is her determina- 
tion not to reduce her standard 
of living. 

Therefore, the first condition 
that Sweden has set for the 
balance in 1952 is a reduction 
in imports of only 8 per cent 
over the peak 1947 period. If 
achieved it augurs well for 
Anglo-Swedish trade. 

The only way of achieving 
this is by the corresponding 
development of Sweden's export 
trade, which is such a familiar 
cry of so many European 
countries that one may well 
wonder how Sweden can achieve 
it. Her main hope seems to lie 
in her iron, steel and engineering 
industries, particularly as these 
have not so far contributed 
towards her increased exports in 
the same ratio as one would 
expect; in faci, rather the 


reverse. 

Pre-war, forest industry pro- 
ducts like timber, pulp and 
paper accounted for about one 
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THE SWEDISH MARKET 


WEDEN HAS SOME 5,200,000 inhabitants over 15 
years of age, constituting about 2,350,000 spending 
households. 


Of these, 25 per cent get their living from farming, 35 per 
cent are employed in industry, 17 per cent are engaged in com- 
merce or transport, 8 per cent are civil servants, municipal 
employees or engaged in the professions, 2 per cent are 
domestic workers and the remainder are cither over 65 and 
retired or not gainfully employed. 

Fifty per cent of the population live in rural areas, 32 per 
cent live in smaller cities and industrial cities of under a 


third of Sweden's exports. [ron, 
steel and engineering products 
totalled about one half of the 
export total. 

In 1947 and 1948 this position 
was exactly reversed. Paper, 
timber etc. made up one half, 
and engineering products fell to 
one third. In spite of stiffened 
world resistance to the forestry 
products, there is no reason to 
believe that their total will de- 
crease. And if the engineering 
products come back to provide 
the pre-war 50 per cent of the 
total, the increase in value this 
would mean could put Sweden's 
total exports up to the required 
total 

With the traditional Swedish 


aptitude for invention in this 
type of industry, and her tra- 
ditional quality production, such 
an achievement is not impossible 
To help, there is every chance of 
developments in processed pro- 
ducts from the forest industry, 
as well as in the textile and 
chemical industries. [It is a 
formidable task but it is suffici- 
ently realistic to be capable of 
achievement. 

If this comes off, in which 
direction will Swedish trade 
improve? Can we in Britain 
expect to benefit, apart from 
Sweden's traditional! liking for 
British goods? 

Here the answer seems much 
clearer. Before the war, Ger- 


Left: This Stockholm store is an indication of 
the high class market. Below: Timber floating 
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many was Sweden's largest 
supplier, although the U.K. 
bought more from her. The 
U.S.A. was Sweden's second 
largest supplier, then ourselves 
and, to a lesser degree, Belgium. 
By the end of the war Germany 
had disappeared from both 
fields, and while the U.K. trade 
with Sweden increased, the 
U.S.A. supplied more than four 
times as much as we did. This, 
under the prevailing conditions 
of hard currencies, could not 
last, so that the U.K. has now 
become Sweden's largest sup- 
plier and, at the same time, her 
best customer. 

In addition, we now have 
“Ukiscan™ or, as it is sometimes 
called, “Uniscan”, the declara- 
tion of which was signed in 
Paris at the end of January by 
the United Kingdom, Sweden, 
Denmark and Norway. 

The original proposal, put 
forward in Stockholm last year, 
was that all ‘Scandinavian 
countries should be able to use 
sterling freely for settlement 
between themselves—they ac- 
cepting sterling as the U.K. 
accepted kroner. The complete 
removal of all restrictions on 
payments was found to be im- 
practicable but, subject to such 
control as is necessary to 
prevent abuse, all four govern- 
ments will now allow current 
payments to be made without 
restriction. 

Whilst, therefore, the possi- 
bilities of increased trade be- 
tween the U.K. and Sweden 
must be widely investigated, it 
is important to remember that 
import restrictions still remain 
and that plans to liberalise 
trade between Sweden and the 
U.K. have still to be made and 
accepted. There will not be a 
rush of new business im- 
mediately, but it is one of the 
prime objects of “Uniscan” to 
work towards a general system of 
multilateral trade and payments 
system, with completely free 
convertability of currencies. 

It would seem that Anglo- 
Swedish trade must increase 
greatly over the next few years, 
and for this reason advertising 
by English firms in Sweden 
must also increase. 

Little has been possible in the 
past except prestige Campaigns, 
but hard selling advertising will 
soon be required. British manu- 
facturers would do well to have 
the Swedish advertising position 
well under control as soon as 
possible. 
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EFORE the last war, 

Sweden depended to a 

great extent for her imports 
on Germany. Sweden exported 
iron ore and got manufactured 
goods in return. Germany 
accounted for 24 per cent of 
Sweden's imports and Great 
Britain for 18 per cent in 1938. 
Now the situation is entirely 
changed. Last year Great 
Britain was number’ one of 
Sweden's import countries. 

The dollar shortage has made 
it mecessary to develop trade 
within Europe and this has been 
of great importance to the trade 
contacts between Sweden and 
Great Britain. It is interesting 
to note that it is not only raw 
materials such as Swedish lumber 
and wood pulp and English coal 
which make up the British- 
Swedish trade; to an increasing 
degree manufactured goods now 
enter into the business between 
the two countries. 

Sweden now gets most of her 
cars from England and this will 
be still more obvious in coming 
years, Recent trade treaties be- 
tween Sweden and England are 
very liberal and plan for a mutual 
trade of £150 million—an in- 
crease of 26 per cent. Sweden 
has also put many British goods 
on the so-called free list. Most 
important among these are: coal, 
coke, iron, steel, machinery and 
textiles 

Customs duties on imports to 
Sweden are as a rule moderate 
and never as high as, for instance, 
U.S.A. 

Sweden has 6-9 million inhabi- 
tants—about the same as Switzer- 
land, or Denmark and Norway 
combined. Sweden's value as a 
trade partner, however, cannot be 
judged by population figures. 

Swedish foreign trade per in- 
habitant is considerably higher 
than in most other European 
countries. To maintain a high 
standard of living, she has to 
trade internationally. She has to 
exchange her own products with 
other countries which can make 
certain consumer goods in 
greater numbers, cheaper and, 
perhaps, better than Sweden. 

Sweden's standard of living is 
among the highest in Europe. The 
war, however, meant difficulties 
for the Swedish consumer as large 


By BORJE LINDBERG, 
LINDBERG & NEUMAN, 
Sales and Marketing Consultants, Stockholm. 


sums had to be spent on arma- 
ments necessary to preserve the 
country from German aggres- 
sion. Nevertheless, most of the 
industrial equipment was main- 
tained intact and Sweden started 
immediately to produce goods to 
help a ruined Europe. 

The war also meant rising 
prices and the risk of inflation. 
This continued after the war, but 
not to the same extent as in 
Great Britain. The building in- 
dustry and most imports from 
dollar countries were regulated, 
with the result that the inflation- 
ary tendencies are now almost 
under control. 


Market For 
Building Materials 


There is a shortage of flats in 
all Swedish cities, but the stan- 
dard of housing is still very high. 
Many Swedes have their own 
homes, and a high percentage of 
the flats have modern facilities 
with bathrooms, central heating 
and other comforts. The quality 
of the houses is very high. 

There is a market for building 
materials in Sweden, especially 
now some of the building re- 
strictions have been suspended. 
Washing machines, vacuum 
cleaners, sewing machines and 
other household equipment is in 
demand. There is also a great 
demand for most durable goods 
of this kind, and the consumer 
has the money to pay for it. The 
importer will, however, encounter 
competition from domestic manu- 
facturers. 

Cars have already been men- 
tioned as a very important item 
of British exports to Sweden. 
This is also true of spare parts 
and accessories. The situation 
concerning large trucks is, how- 
ever, a little more difficult, but 
probably there will be a very 
good market for small trucks and 
motor cycles. There is at the 
present time a marked shortage 
of motor cycles. These are not 
on the free list. Also in demand 
are industrial vehicles and 
tractors. 

Sweden offers her citizens a 
highly developed system of social 
facilities. Old-age pensions are 
given to everyone over 67; 
medical care, hospitals are prac- 
tically free for people with 
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increasing demand for 


high quality British goods 


moderate and low incomes. Edu- 
cation is free, or given at a very 
low cost. The Swedish people 
are among the most educated in 
Europe, and if you visit a Swedish 
town almost everyone will speak 
to you in English. 

Great Britain and British goods 
are very popular in Sweden. They 
are known for high quality and 
craftsmanship, and exporters 
should take advantage of this 
goodwill. 

The S$ are acc d to 
high quality goods, There are no 
slums in the country and almost 
all Swedes belong to what in 
England would be called the 
middle-class; there are very few 
really rich people. A worker at 
a Swedish factory in Stockholm, 
for instance, will have a nice flat 
with all modern facilities, two 
rooms, a kitchen and a bathroom 
He will often own a sailing or 
motor boat, or a small cottage 
outside the city. He has good 
clothes, would like to buy British 
shirts and socks, and smoke more 
British cigarettes. 

Swedish trade channels are 
highly developed, and transport 
facilities are good. State-owned 
railways serve the whole country. 
Roads are fairly good. Direct 
steamship lines connect London, 
Liverpool and _Newcastle with 
most of the Swedish ports, for in- 
stance Stockholm, Géthenburg 
and Malmé. 

In these cities agencies, im- 
porters and wholesalers are 
established—10.500 of them. 
There are $2,500 retailers, sup- 
plied by wholesalers or direct by 
the manufacturer. Some British 
firms have their own offices in 
Stockholm. Others use agencies 
or representatives. Great care 
should be exercised in choosing 
the right representative. Often 
a moderate sized firm which takes 
no competing brands is the most 
desirable. Sometimes it is ad- 
visable to divide Sweden into 
districts and appoint a representa- 
tive for each. Information about 
the reputation of prospective re- 
presentatives may be obtained 
from banks or inquiry offices. 


A. 


Swedish firms are, in one 
respect, very similar to British 
undertakings: they are honest 
and dependable. This is a 
national character of the Swedes. 

In recent years market research 
has been developed in Sweden. 
Some of the advertising agencies 
have their own research com- 
panies, and there are also inde- 
pendent market research organ- 
isations. Betro has its own office 
in Stockholm, headed by Mr. C. 
Squires, an¢, there has been con- 
siderable investigation of the 
Swedish market. The results have 
been very valuable to British ex- 
porters. Betro, as a rule, uses 
Swedish market research agencies, 
but directs the job and reports 
the findings to the client. 


Favourable 


Conditions 

Great Britain has had a few 
exhibitions in Sweden, for in- 
stance “Britain Can Make It” and 
the Wool Industries Exhibition. 
These were great successes, and 
had favourable publicity in the 
Swedish newspapers. 

British goods which are new to 
Sweden may be exhibited at the 
Stockholm Fair or St. Eriks- 
missan during August and Sep- 
tember. This gives an exporter 
good contacts with Swedish firms. 

Swedish and the British con- 
sumers have much in common. 
That means that British goods, at 
least the higher qualities, as a 
rule are very suitable for the 
Swedish market. A Swedish im- 
porter and a Swedish consumer 
will keep to the goods and things 
he has experienced as good and 
dependable, and he is willing to 
pay a reasonable price for these 
products, This means that if 
British goods get a foothold in 
the Swedish market, they are 
usually there to stay. 

The economic situation will be 
favourable for British exporters 
for a long time to come. To an 
increasing degree Sweden will 
take not only raw materials but 
also high quality manufactured 
goods. r 
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IDEAS FOR EXPORTERS 


Pepruary 23. 1950 


By DOUGLAS W. FRANKLIN 


Keys to selling in the Swedish market 


. 


Women’s Pride | Equality of | The “Cult of | Desire to “Keep up 
with the Jones's” 


ECENT trade agreements 

between Marshall Aid 

countries will open the 
Swedish market to a much 
wider range of British manu- 
facgtures. 

For two years Sweden has 
restricted her sterling imports to 
bare essentials, but recent devel- 
opments mean that the list of 
acceptable goods will be ex- 
tended. Now is the time to study 
the nature of the market. 

Sweden notably lacks extremes 
of wealth, a social feature which 
is being encouraged by present 
t «ation policy. The total popu- 

sition is only 64 millions, Few 
are really poor by general 
European standards 

The rural population is largely 
employed in the iron, timber and 
agricultural industries, which 
have had, and retain, a good 
market, so that the standard of 


in Appearance 


Standards 


living in the country is not much 
below that of the town. 

The marriage age tends to be 
late, and there is a tradition of 
sex equality; women earn appre- 
ciably higher real wages than in 
England, The unmarried Swedish 
girl tends to spend a good deal 
on items calculated to improve 
her appearance, personality and 
attractiveness, in accordance with 
Swedish ideas. Married women 
often work, increasing family 
spending-power. 

The Swedes are essentially 
copyists and the country is a 
paradise for the fashion creator 
There have been distinctly 
marked past periods when 
Swedish taste has modelled itself 
on France, Britain and Germany 

The Swede is greatly impressed 
by an appearance of prosperity 
and success. The effort to “keep 
up with the Jones's” is in fact 


the Bare” 


almost the worst Swedish vice 
If one firm gives an entertain- 
ment, its neighbour must un- 
failingly go one better; and this 
applies equally to every house- 
wife. 

The Swedish woman probably 
spends more on clothes than her 
British counterpart, if only be- 
cause considerably greater ex- 
tremes of climate render neces- 
sary completely different outfits 
for summer and winter. 

Interest in sport is universal, 
but Swedes do not indulge much 
in team games—cricket is un- 
known, football not very com- 
mon, golf and tennis have a 
rather specialised appeal. The 
most popular sports are ski-ing, 
cycling, swimming and sailing 
Each of these requires its special- 
ised equipment and, to some 
extent, its specialised costume. 

Leading British products are 


Mass research probes 
market possibilities 


ARKET research in 

Sweden started a quarter 

of a century ago, and in 
the last ten years growing num- 
bers of home manufacturers and 
importers have relied on it as 
an essential too] to their business 
It is widely used for the study 
of consumer relations, buying 
habits and motives, brand prefer- 
ences, newspaper and magazine 
readerships and advertising m 


ct 

Public opinion polling made its 
bow in the Swedish Press nearly 
a decade ago. Besides serving to 
throw light on ways of thinking 
and expression of habit, the results 
obtained aroused new interest in 
the utilisation of mass research to 
probe the possibilities of markets 

Official statistics and market 
research make it possible quic\'y 
to chart the markets of Sweden 
production and import on the one 
hand, distribution and general 
consumption on the other 

Without going into the respec 
tive merits of quota sampling 
and probability sampling it may 
be said that both are equally well 
organised in Sweden Quota 
sampling is naturally the most 
used, and it may be counted on 
to give reliable results, due to 
the possidilities of check pro 
vided by the census data. In the 


By SVEN 0. 


Managing Director, 


general election of 1944, the 
Swedish Gallup Institute (the 
Swedish Gallup poll) came right 
within 0-4 per cent in its fore- 
cast of the election results, using 
quota sampling Probability 
sampling is often utilised despite 
its higher cost, and the census 
returns revised each year are 
readily accessible for drawing 
random samples. 

Thorough study of buying 
habits and motives enables 
Swedish market researchers to 
presemt their clients with clear 
facts concerning frequency of 
purchase, sources of supply, 
measurement of buying resistance 
and various uses. 

recent development of 
special interest in the field of 
distribution résearch is a shop 
inventory service—an undertak- 
ing of Nielsen type—which is 
prepared to take stock regularly 
of well-known brands in various 
classes of shops and furnish the 
manufacturer, the importer or the 
foreign exporter with detailed 
information on sales volume and 
ranking, stock turnover, etc 

The expansion of activity in 
the field of public relations has 


BLOMQUIST, 


Swedish Gallup Poll. 


led Swedish industrialists to 
make use of public opinion poll- 
ing, even on general questions. 
that can be of importance to a 
company and its business poli- 
cies, and to carry out studies of 
labour and employee relations 
as a supplement to the more 
general commercial researching. 
In many of these polls and 
studies the co-operation of pro- 
minent sociologists is obtained, 
and interviewing teams are often 
recruited from among students of 
social sciences at the leading 
universities. 

It is not only trade and indus- 
try in Sweden that takes advan- 
tage of market research. The 
public authorities have found it 
of benefit to rely on modern 
sampling techniques for the 
rapid assembly of relevant facts 
and the study of trends. Labour 
migration and cost of living 
studies are among the Govern- 
ment research projects continu- 
ally in progress. The Swedish 
Broadcasting Service uses a great 
deal of quantitative and qualita- 
tive listening research, with the 
successful work of the B.B.C. in 
this field as a model 


popular but could often do with 
more pushing. These sports 
form an important part of social 
life among the Swedes, and full 
play can be given to the factor 
of “keeping up with the Jones's.” 
Other angles to be stressed are 
health (always from the stand- 
point of increased health and 
efficiency, and never from the 
negative angle of curing ills!), 
and the reliability and durability 
of British equipment. 

The Swede has a passion for 
soft fruit. Despite a good dea! 
of home preserving, vegetable< 
and soft fruit seem to be avail- 
able for too short a season and 
in too small quantities; they ap- 
pear in restaurants much more 
rarely than in other countries. 
One wonders whether British 
canned food manufacturers 
could not sell the idea of vita- 
mins and create an additional 
fashion in Swedish diet. There 
is, however, less hope for those 
interested in puddings and pastry; 
Swedish ideas abominate starch. 

Mentally, Swedes—men and 
women—incline to seriousness; 
lapses into gaiety are occasional 
and slightly forced. They are 
rather pre-occupied with social 
problems and psychology, and 
like to employ their leisure fully 
and usefully. There is practically 
no organised entertainment, and 
manufacturers with a product 
which will appeal to a scattered 
population during the long even- 
ings of winter—especially if that 
product has a slightly educational 
angle—may find a good market. 

The Swedish outlook oscillates 
oddly between two extremes. For 
one week-end Mr. and Mrs. 
Swede will go to a hotel where 
they will demand a standard of 
luxury unsurpassed anywhere in 
Europe; the next will be spent 
by the same couple in entirely 
primitive conditions in the 
wooden shanty which constitutes 
their summer cottage, This con- 
trast, distressing to some British 
visitors, does not seem odd to 
Swedish families, perhaps because 
so many have risen very rapidly 
from peasant conditions to com- 
parative wealth. It is reflected 
in two contrasting Swedish styles: 
the “cult of the bare,” rivalling 
that of Germany in the twenties, 
and exemplified in the straight 
lines and unadorned surfaces of 
much Swedish architecture and 
furnishings, and on the other 
hand a tendency towards the ex- 
treme or unusual, not only in 
dress, but even in the design of 
factory lifts, or in lighting and 
display. 
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What you can do 
with £2,000 
Swedish cam 


By GORAN TAMM and 
ARNOLD BERGQVIST, 
A.B. SVENSKA TELEGRAMBYRAN, GOTHENBURG. 


VERY advertising man will 
realise the difficulty in 
giving a plan for a £2,000 


or £5,000 campaign in any 
country without having wide 
knowledge of the product 


involved and a good compre- 
hension of its general possibilities 
on the market. 

It is, first of all, necessary to 
realise that Sweden differs con- 
siderably from other European 
countries. The distance from the 
extreme south of Sweden to 
Rome is the same as the distance 
to the point where the Swedish, 
Finnish and Norwegian borders 
meet in the north—and Sweden's 
population has not yet reached 
7 million. 

Some 
different 
great 


1,900,000 households in 
climates and with a 
variation of habits and 


needs are your prospective con- 
sumers in this vast area of plains, 
hills, mountains, deep forests and 
lakes—a country of highly de- 
veloped industrial centres as well 
as of remote villages and farms 

It is obvious that the Press of 
such a country must also show 
diversity, which makes it diffi- 
cult to make an appropriate 
Press advertising budget—not to 
speak of poster advertising and 
other means of reaching the con- 
summers, 


The Media 

Available 

The authors would probably 
concentrate their efforts on 
Press advertising, if they had the 
limited amount of £2,000 at their 
disposal-—-while, if the amount 
rose to £5,000, they would use 


Novelty appeals to 
the average Swede’ 


\ ANAGER of the Malmo 
‘Ebranch of Gumelius and 
formerly with the American 
agency Erwin Wasey & Co., 
George Lindstrém says, “You 
must be acquainted with the 
people to whom you advertise ” 
Here he gives a few tips on 
Swedish habits and customs: 

The Swedes are generally apt 
to accept novelties. Take art for 
example At an exhibition you 
may find the work of abstract 
painters and surrealists hanging 
alongside that of artists of the 
traditional school, of which there 
are very few in Sweden 


> * * 


They admire America and are 
on the way to making Stock- 
holm into something even more 
American than an American 
town. 

* * * 


Titles and business descriptions 
are very important to the Swedes. 
Filling in a form you will see 
that it says: Name Title 
The “posher™ the title the better 
it is 


ee ey 


Eating habits are changing in 
the towns. People are going over 
to early breakfast, lunch at mid- 
day and dinner at about 6 p.m 
In the country, however, dinner 
is still at midday 

* * * 


Dinner parties are very formal 
The host takes the leading lady 
in to table; the others follow in 
pairs, and finally the hostess with 
the most prominent male guest 
Nobody is allowed to touch the 
wine until the host has made a 
speech of welcome 

* * > 

Wines and spirits constitute a 
problem of their own. To buy 
them you must have a passbook 
which entitles you to a limited 
quantity each month. If you are 
drunk and disorderly, or if you 
have not paid your taxes, your 
passbook is taken away 

> 7 a 

Drinking in the licensed res- 
taurants is complicated, too. To 
he served spirits you must take a 
meal costing at least 2 kroner, 
and drinks are “rationed,” with 
smaller quantities for women. 
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ADVERTISER'S WEEKLY 


In Sweden there are some /,900,000 
households in different climates and 
with a great variety of habits and needs. 
This article suggests how they can 
be reached with moderately priced 


some £1,000 on window-display, 
direct mail and other advertising 
media 

What are the available Press 
media? 

National Dailies: This cate- 
gory comprises the big daily 
papers of Stockholm, Gothenburg 
and Malmd—the three principal 
cities of Sweden. The seven big- 
gest papers have a combined cir- 
culation of about 1,200,000. 

Provincial Dailies: There are 
some 250 provincials with varying 
circulations. Even if the circu- 
lation is often limited when com- 
pared with the nationals, it must 
not be forgotten that new 
branded goods are often more 
easily accepted in the small cities 
or towns, where competition is 
limited, There are five provincials 
with circulations above 30,000, 
16 with circulations between 
20.000 and 30,000; and 37 with 
circulations between 10,000 and 
20,000 copies a day 

Weekly Magazines: Sweden has 
a number of weekly magazines 
with good coverage all over the 


country, 
Trade Papers: Sweden has a 
great number of trade papers, 


often several in each branch or 
sub-branch, many of them of 
very good standing 

The qualifications of the 
Swedish Press may be summar- 
ised as follows 


Daily Press 
1. The proper media to in- 

troduce new goods 
2. Gives an opportunity to 
concentrate a small appropria- 
tion with great effect on well- 
chosen = districts A small 
amount could be put to very 
good use this way if properly 
backed up by sales promotion. 
3. A suitable combination of 
nationals and provincials gives 
a very good coverage of house- 
holds with good buying-power 


1. Greater possibilities to de- 
pict goods in colour (although 
a couple of dailies can now 
print in four colours—and 
more are expected to join in 
the race for new printing possi- 
bilities). 

2. Cover a greater geo- 
graphical area than individual 
dailies 

3. Give the advertiser a pos- 
sibility to reach specified cate- 
gories all over the country 
There are many ways of solving 

the problem of investing a small 
amount in Press advertising. 
Here is a scheme involving an 


campaigns. 


outlay of £2,000 (29,000 Sw. 
crowns). Four groups of publica- 
tions would be used 

Nationals: Six advertisements, 


two columns x 200 mm. (dc. x 
8 in.) in seven national papers 
with 1,200,000 copies. Cost: 
9,000 kr. 


Magazines: Follow-up advertis- 
ing in four magazines with a cir- 
culation of 1,070,000; two inser- 
tions in each. Cost: 6,000 kr. 

Provincials: A special drive in 
provincial districts may be ad- 
visable according to sales in local 
centres with good buying-power 
Two advertisements, dc. x 200 
mm., in 15S provincial papers, Cost 
approximately 7,000 kr 4 

Advertising to retailers: Four 
or five trade papers should be 
included in the campaign in order 
to supply retailers with selling 


arguments and general back- 
ground, Estimated cost: 3,000 kr 
The total spent on space 


would then be 25,000 kr. The 
balance would be kept partly in 
reserve for special purposes, 
partly used for productiog costs 


his is a suggested scheme 
costing £5,000 (72,500 Sw 
crowns) 


£5,000 would be an appropriate 
amount for a drive for a new or 
not well known article (£5,000 is 
considered a medium-sized cam- 
paign. A Swedish account for 
well-known branded consumer 
goods—in ready-made clothes, 
textiles or food-—-would amount 
to between £10,000 and £30,000 
a year). 

In this case we would use con- 
siderably larger spaces as the 
Swedes are used to larger spaces 
than is usual in Britain 

Nationals: Seven papers, two 
insertions, 4-col, x 300 mm. (4 
col. & 12 ind; four insertions, d- 
col. x 200 mm. (2 col. x 8 in). 
Cost: 14,000 kr 

Provincials: Twenty papers, one 
insertion, 3-col, x 270 mm. (3 col 
x Il in.); four insertions, d-col x 
200 mm. (2 col. x 8 in). Cost: 
14,000 kr 

Magazines: Seven magazines, 
one whole page; four smaller in- 
sertions. Cost: 17,000 kr. 

Trade papers: 4,000 kr. 

Window displays, show cards, 
hooklets: 15.000 ke. 

Production costs and reserve 
8.500 kr. 

Neither of the amounts men- 
tioned in this article is big 
enough to “buy the market,” but 
either could be a substantial 
sales aid and give considerable 
goodwill to a British product 
hitherto unknown to the Swedish 
public. 
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ADVERTISER'S WEEKLY—Swedish Supplement 
HOW ADVERTISING IS ORGANISED 


HE organisation of 

Swedish advertising pre- 

sents, in its main outlines, 
striking similarities to the con- 
ditions in Great Britain and the 
United States. 

Most of the national advertis- 
ing is handled by advertising 
agencies, whereas in local adver- 
tising, with some exceptions in 
the largest cities, the retail trade 
deals directly with the news- 
papers. , 

In order to operate, an adver- 
tising agency must have author- 
isation of recognition. This is 
given by the Swedish Newspaper 

Publishers’ Association and is 
valid in all parts of the country. 


Provincials allow agencies 
commission of 21°), 


papers to monopolise the field 
There are no other conditions 
set up for authorisation than 
that the applicant shall have 
displayed ability in the advertis- 
ing profession, have a good 
reputation and have at his dis- 
posal sufficient capital for the 
sound running of such a business. 
The advice of the Advertising 
Agency Association is sought on 
questions of the authorisation of 
new agencies, but the final deci- 
sion remains in the hands of the 
newspapers’ organisations. 

In one respect, however, the 
Swedish advertising agencies hold 
a monopolistic position, It con- 
cerns the handling of advertise- 
ments for products manufactured 


The selling and buying of ad- 
vertising space is regulated partly 
by standards laid down by the from an office in Sweden, but 
Newspaper Publishers’ Associa-~ only as an agent for the advertis- 
tion and partly by an agreement jing of products manufactured 
between the N.P.A. and the abroad. Three different United 
organisation representing th: States advertising agencies opened 
agencies. offices in Sweden during the 

The number of Swedish adver- 1920's and 1930's They were 
tising agencies is not great; there subsequently taken over by 
are only fourteen. This does not Swedish interests, however 
signify, however, a conscious Foreign advertising agencies 
desire on the part of the news- who have customers interested 


within Sweden. A foreign adver- 
tising agency may do business 


140OW ADVERTISING IS ORGANISED—2 


BARON CLAES FLEMING, Managing Director, 


Association of Authorised Advertising Agencies, 
gives some facts on 


The “BIG 7” in 
advertisement 
control 


HE agencies have their own association, Auktoriserade 
Annonsbyrders forening (AF). \ts aims are to protect, strengthen 
and improve the advertising agency business, to advance the cause 
of advertising as a whole, give service to its members and be the 
spokesman for the agencies in their relations with other organi- 
sations. Membership is open to agencies proving experience during 
a fixed time, ability, character, financial resources and generally 
high standard. To show clients and media what they might demand 
and show the members what might be expected of them, the 
association has drawn up the “Praxis och Normer™ (Agency Service 
Standards) based on generally approved agency functions as well 
as the internationally accepted rules of advertising 
Svenska Reklamférbundet (The Swedish Advertising Association), 
comparable with the British Advertising Association. In this are 


Feeavuary 23, 1950 


By HELGE HEILBORN, 
Chairman, Swedish Newspaper Employers’ Association. 


This article, specially addressed to the British agent 

with clients interested in the Swedish market, out- 

lines points of similarity and contrast in the organ- 
isotion of agency work in the two countries. 


in the Swedish market should 
either send their orders direct to 
the Swedish newspapers or col- 
laborate with the Swedish 
agencies on a split commission 
basis. 


Newspaper advertisements are 
predominant in Sweden, but the 
agencies are also quite capable 
of working with other media such 
as posters. In this field the 
agencies charge an amount cor- 
responding to what they would 
receive if the money were used 
instead for advertising in the 
Press. 

There is no radio advertising in 
Sweden. The Swedish radio is 
owned partly by the state, and 
partly by the newspapers. 

Agencies are remunerated by 
publications on a commission 
basis. Commissions vary from 
(Continued ‘on page 14) 


Agencies Run On 

Modern Lines 

The Swedish advertising agen- 
cies are organised on modern 
lines, They are well-equipped 
enterprises which keep in con- 
stant touch with developments 
abroad, and it is largely to their 
credit that Swedish advertising 
has reached such a high standard. 


centralised local associations, with representatives of trade and 
industry, the Press, and research organisations. 

Yury on Advertising Ethics: This could just as well be called 
the Court of Honour of Advertising, as it is continuously perusing 
doubtful or misleading advertising. The Jury and its president 
played a big part in the creation of the Rules of Advertising Ethics, 
accepted by the International Chamber of Commerce. 

Svenska Tidningsutgivareféreningen (TU): In this association of 
newspaper owners there are representatives of practically the entire 
daily Press and, in a separate section, the more important magazines. 
TU watches the interests of its members. It is also responsible for 
the centralised purchasing of all printing paper and its distribution. 

Svenska Annonsérers férening (SAF): This is the advertisers’ 
association, with the same organisation and aims as corresponding 
associations in other countries. 

“Reklamgranskningen fdr fria lakemedel” (committee for the 
perusal of advertising for medicines): This organisation promotes 
truthful and to-the-point advertising of all non-apothetical medi- 
cines, medical treatment and cosmetics, countering exaggerated and 
misleading statements about such goods. It has access to medical 
experts and its resolutions are absolute for papers and magazines 
with regard to the content of ads. accepted for publication. This 
body has, in a few years, almost cleared from newspapers exagger- 
ated and misleading statements about medicines, medical treatment 
and cosmetics, very much to the benefit of public health—and 
people's pockets. 

Ndringslivets granskningsndmnd (The trades examination com- 
mittee): This organisation, representative of trade and industry, 
aims to examine advertising and collect evidence of advertising 
under the veil of charity. Warnings are issued against advertising 
which is not approved. 
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FACTS FOR THE ADVERTISER 


How the A.B.C. 
gives valuable aid — 


in campaign planning 


NTIL recent years adver- 

tisers in Sweden were 

badly informed about 
newspaper circulations. There 
are examples showing that it 
was not even known by the 
newspapers themselves how many 
copies they actually sold! 

Information supplied by 
various newspapers was not 
uniform, and was set out in a 
manner most advantageous to the 
publication concerned. 

The uncertainty characteristic 
of advertising agencies’ and ad- 
vertisers’ choice of a newspaper 
at that time, and their demand 
for uniform information, led to 
the establishment of an organisa- 
tion to conduct regular investiga- 
tions into the distribution of 
newspapers. 

In 1942 Sweden's A.B.C. was 
established under the name of 
Tidningsstatistik AB (TS) (The 
Newspaper Statistics Co., Ltd.), 
shareholders being the authorised 
advertising agencies. A research 
organisation was taken over from 
an advertising agency which, since 
1937, had been engaged in the 
investigation of newspapers and 
their circulations in geographical 
and social groups. 

In 1946 the Newspaper Pub- 
lishers’ Association also became 
shareholders in TS, while repre- 
sentatives of the advertising 
agencies and newspapers were 
elected to the Board. Professor 
Gerhard Térnqvist, of the Com- 
mercial University in Stockholm, 
was clected managing director 
and chairman. In 1948 the num- 
ber on the Board was increased 
by a representative of the Swedish 
Advertisers’ Association. All in- 


terested parties are now, there- 
fore, represented. 

At the beginning of this organ- 
isation, the division into news- 
paper districts, worked out and 
made available by the publication 
Affarsekonomi (Business Econ- 
omy) in 1933 and 1934, was of 
considerable help. 

By creating newspaper circula- 
tion districts with the publishing 
centre of the daily newspapers 
as the starting point, it was pos- 
sible to make a comparison be- 
tween the various newspapers’ 
circulation figures. 

Both from the point of view 
of the newspaper and the adver- 
tiser, it is of value to judge the 
newspaper in relation to the 
nature of its circulation. A 
small newspaper, in its own 
district, can have a wider circu- 
lation than a large newspaper 
from another district. And a 
large newspaper can have an 
extensive circulation even in 
districts other than its own. 

With the establishment of this 
line of demarcation in the sur- 
veying of newspaper circulation 
in Sweden, as stipulated by the 
Newspaper Publishers’ Associa- 
tion, for the reporting and pub- 
lishing of circulation details, 
invaluable statistics have been 
made available. 

The results of TS edition 
audits and analysis of circulation 
and subscribers is summed up in 
an annual publication, the TS 
Book. 

For the daily and weekly 
Press, this auditing is carried out 
by newspaper districts. At 
present there are 92 of these 
districts. 


Swedish Supplement—ADVERTISER’S WEEKLY 


By division into closely popu- 
lated and rural areas, audits are 
made of editions circulated in 
each newspaper district, firstly of 
the newspapers in the district 
itself, and secondly of news- 
papers from neighbouring dis- 
tricts. Besides this, the circula- 
tion is quoted as a percentage of 
the number of households, both 
as a total in the district and 
separately for close'y populated 
areas and rural districts, 


Classification 
Of Subscribers 


In the same way audits are 
made of the circulation of the 
city Press (Stockholm, Gothen- 
burg and Malmé) and TS con- 
trolled magazines. In addition, 
audit details are given for 
approximately two thirds of the 
daily newspapers regarding the 
classification of subscribers into 
income, social and age groups 

With circulations audited by 
districts it is easier for adver- 
tisers covering the whole country 
to co-ordinate advertising and 
selling They may even go so 
far as to make sales districts 
coincide with newspaper 
districts 

TS publishes, as a supplement 
to the TS Book, a list of munici- 
palities and post offices in the 
92 newspaper districts of Sweden, 
together with details of popula- 
tion, number of households, total 
net income and average income 
per household for each munici- 
pality. 

Circulation audits in the TS 
Book are based on TS auditors’ 
reports on the ¥' circulation 
for newspapers representing 97 
per cent of total newspaper cir- 
culation. For other newspapers 
(3 per cent) the information is 
based on estimates and special 
surveys. 

Of the ordinary magazines 92 
per cent of the total magazine 
circulation is controlled by TS. 
Trade and special publications 
are also attached to TS. 

In co-operation with the 
Swedish Newspaper Publishers’ 
Association. TS has arrived at 
definite rulings as to what shall 
be included in a newspaper's net 


By 
Newsprint Statistics Co. Led., 
Stockholm, 


JAMES BRADE, 


Managing Director, 


circulation. In addition to sub- 
scribers’ copies and odd copies 
sold, are included free copies 
distributed to members of the 
newspaper's own staff, contribu- 
tors, correspondents and repre- 
sentatives; regularly distributed 
rebate copies, where the rebate 
does not exceed 50 per cent; and 
half the number of copies regul- 
larly sent to advertisers and 
advertising agents. On the other 
hand, return copies, working 
copies, free copies, or copies sold 
at more than 50 per cent rebate, 
duplicate copies to staff members, 
and, finally, half the number of 
copies supplied to advertisers and 
advertising agents are not 
included in the net circulation. 

Besides an edition certification 
which, as a rule, covers a period 
of the first six months of the 
year or a calendar year, TS 
provides the newspaper with a 
specification of the circulation 
per municipality and newspaper 
district, with the net number of 
copies in relation to the nutmber 
of households. This is of great 
value to the newspaper both in 
the acquisition of advertisements 
and for the internal planning of 
measures to implement the 
increase of circulation 

The analysis of subscribers 
into different classes in the com- 
munity is made with the help 
of a sampling method. Repre- 
sentative names and addresses 
from the newspaper's subscribers’ 
register are looked up in the 

cial census and taxation 
records, where details of occu- 
pation, income, age, etc. are 
available 

Since the estshlishment of TS 
in 1942 Swedish daily newspapers 
have increased their editions by 
a total of 35 per cent. Of this, 
the city Press takes 48 per cent 
and the provincial Press 45 per 
cent. 

The table with this article 
shows newspaper circulations 
apportioned by the political ten- 
dencies of publications, con- 
trasted with the numbers of votes 
cast for the various parties in the 
Second Chamber elections held 
in 1948. 

The total circulation of 
3,356,700 implies the figure of 
1-55 copies per household. 


= ¥ ne vila . “ale Wie “ae Sere iene : - : 7 
=<} te, : 
at Pe " ee 
= eel ae 
ipa —————_— 
ia 
te Newspaper circulations audited by dis- 
Pa ge by vi ; 
i readership dota quoted as c percentage of 
ya households — here are some of the varied 
ES ways in which Sweden’s A.B.C. serves both 
4 i the advertising agent and the advertiser. ; 
isa : 
J 7 
« q q 
% ah. 
: n | 
: is 
q 
— 
ae - 
} 
& BS 
t 
4 
4 
| i) 
f l 
HOW THEY VOTED AND THI PAPERS THEY READ 
Newupapery - | Newapapers pub- 
hiahed tn lished omtside 
: Votes recorded | nie «aad Strehholem Gote- 
Potitical Parties | in 1948 Election M. borg and Malo | All scwepapers 
é 4 Na Ne Na 
Be Neo. % corculation ctrculation %, circulation % 
a 1/1 20/64 1/t-30y6-48 1/1 som 
Conservatives . . 478,788 123) 18950 1193 MAO B11 748400 wy e 
‘ by oom ee 400,421 124) asm 34 87,20 45 670) = (4 
d ie .. | 82497 27 | 163800 6746 508.5 33-5 | 169.100 We 
Social democrats | 1,780,459 46-2) 227800 1446 by yg 2-2 32 500 > 
Communists .. / 244428 63 440 «628 7 (4 mae 
7 Others .. SH eS | 3.2m 14 14680 686 wen 6B 
a BS7A981 100 1,505,800 100-0 | 1,760,800 100-0 5,986,700 1-0 
ge a A MS eae oe. Soren ok a eR a 


ADVERTISER'S WEEKLY —Swedish Supplement 


Fepauary 23, 1950 


@ With the easing of currency restrictions, more British 

tourists will want to visit Sweden this year. There they 

will find elegant restaurants, fashionable shops, luxury 

theatres and... old castles. Food is good, and scenery is 
as beautiful as any in Europe. 


The old 
and 
the new 
for tourists in Sweden 


F you go in search for old 
romantic cities with medieval 
walls, ruined abbeys or castles 
with keeps and bastions, if 
you are attracted by beautiful 
twentieth century architectural 
masterpieces, fine garden cities 
or modern industrial establish 
ments, if you seek fashionable 


of the 12th century 
interesting museum 
Swedish arts and crafts. 
part of the country ° are 
also many well situated seaside 
resorts with fine sandy beaches 
and many baronial castles. 

On the east coast of Sweden, 
opposite the island of Oland, lies 


and a very 


By C. P. BACKMAN 


taverns 
another 


and palaces On 
island you will find the 
imposing parhament building 
and on a third the famous 
modern town hall 

The newer parts of Stockholm 


Years War; and Drottningholm 
is one of the King’s residences, 
famous for its French gardens 
and 18th century court theatre, 
with the original scenery pre- 
served, where 


seaside or ski resorts, or if you 
are looking for an unspoiled 
countryside with numberless 
lakes and waterways or a prime 
val mountamous wilderness . 
you will find it all in Sweden 
ere are discoveries to be 
made on all sides whether you 
are interested in arts and historic 
romance, the study of social pro- 
blems or some weeks of sport and 
refreshing outdoor life among 
some of the most beautiful 
scenery in Europe 
Stockholm,” the capital, has 
been called the Venice of the 
North because arms of the sea 
embrace all parts of the city 
Wherever you go vistas open up 
towards the dark blue northern 
waters The Royal Palace, 
reminiscent of Hampton Court, 
is situated on the central island 
just where the Baltic and the 
Lake Milar meet 
This part of Stockholm is 
called “the Old Town" and 
abounds with narrow streets and 
alleys, gothic churches, ancient 


have their own attractions—the 
well laid out avenues and 
squares, in the parks noteworthy 
works of Swedish sculpture, the 
typical architecture with — its 
flavour of Baltic renaissance 
There are elegant restaurants and 
homely restaurants, fashionable 
shops, luxury theatres and 
cinemas 

On the east side of the city 
there is the Stockholm archipe 
lago, extending for hundreds of 
miles north and south, with num 
berless forest-clad islands. Here 
too, are seaside resorts, yachting 
centres and unique opportunities 
for fishing and outdoor life 
Picturesque Lake Malar stretches 
west of Stockholm with its peace 
ful pastures and historic castles 
Of these the stern looking Grips 
holm has on@ of the finest col 
lections of portraits in the world 
Skokloster—built by one of the 
great Swedish warriors of the 
17th century—is filled with furni 
ture, works of art and arms 
from the time of the Thirty 


Kalmar Castle (left, above) was built at the end of 

the 12th century, and some of the old parts remain. 

A fine view of the old town (right) is obtained from 
the heights south of Stockholm. 


performances are 
sull given 

Three quarters of an hour by 
rail from Stockholm is Uppsala, 
Sweden's foremost city of learn- 
ing and the seat of the Swedish 
Church's primate In the 
cathedral, built by a French 
architect in the 13th century, 
Linnaeus and Swedenborg are 
buried. In the vicinity are the 
modern university senate house, 
scientific imstitutes, libraries and 
other university buildings as well 
as Queen Christina’s castle 


Rows of Old 
Windmills 


On the outskirts of the city 
is “Old Uppsala where the 
Viking kings founded medieval 
Sweden The nine hundred 
years old church is built on the 
site of the ancient temple dedi- 
cated to the god Thor. From 
the imposing burial mounds, said 
to have been raised over the 
remains of the Beowolf kings, 
there is a splendid view over 
dozens of untouched Viking 
graves 

The second university town is 
Lund, lying twenty minutes from 
the industrial and business town 
of Malmé. Lund has Northern 
Europe's finest romanesque 
cathedral-—built at the beginning 


the town of Kalmar, it was here 
that King Eric XIV awaited an 
answer to his marriage proposal 
made to Queen Elizabeth. 
Kalmar has a [7th century 
city wall with renaissance gates, 
the finest barocque cathedral in 
the North and interesting old 
civic and private buildings 
Only about twenty minutes by 
steamer from Kalmar is the 
island of Oland with its rows of 
old windmills, picturesque vil- 
lages and ancient monuments of 
all sorts from the Viking age. 
Gotland is another Swedish 
island in the Baltic. The 
fortified city of Visby, with 
its great wall and many towers 
is still intact: it is a tourist's gem 
with churches and old buildings, 
covered with roses 
Then there are Dalecarlia and 
Vaermland, two of the most 
beautiful Swedish provinces, with 
their old customs and costumes 
still upheld and worn. There is 
Jamtland of the rugged mountain 
scenery, the skiing resorts, and 
lakes and streams abounding 
with trout, Hirjedalen with its 
isolated virgin wilderness. Final- 
ly, Lapland with rolling snow- 
clad mountains, waterfalls, gla- 
ciers and endless plains, where 
the Lapps graze their reindeer 
herds, and where the sun in 
the summer never sets for forty 
days and forty nights 
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MAGAZINES 


cover all 


SWEDEN 


Swedish Supplement 


“Sweden is continental in geographical 
character. Travellers in Sweden form the | 
impression of a country of great distances, | 
areas of vast forests, mountains and lakes. It is 
nearly a thousand miles from Malmo in the south 
to the northern border above the Arctic Circle. 
“In Sweden, as in other countries of this 
character, magazines achieve wide national 
influence and readership. The public is very 
definitely i i 
“Magazines for women, magazines for men, 
magazines for the whole family—Ahlen & 
Akerlund, Sweden's 
largest publishers, 


cater for every taste.” 


THE FIGURES SPEAK FOR THEMSELVES: 

Total number of homes in 
Sweden. . 

Combined weekly net sale 
of A & A magazines 
(equals 77°03 °% of num; 
ber of homes) .. 


ef 
ask k Dine 
2,174,379 


1,674,994 


Swedish A.B.C. figures for November 1949 
show A & A magazine circulations as follows : 
Vecko-Journalen—61 540, Husmodern- 252,818, 
Vart Hem—112,898, Hela Varlden—257,291 
Levande Livet—107 537, Filmjournalen—42,347, 
Vecko-Revyn-248,125, Damernas Varld-184,700, 
Se—200,003, Aret Runt—89,884, Allt—117,851. 


FRANK L. CRANE, 69 Fleet Street, London, E.C.4. Central 281! 
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Growing strength of the daily press 
as an advertising medium 


By HELGE HIRSCH, 


Circulation of Swedish daily newspapers in 1942 was 2,486,900. 
To-day’s figure is 3,350,000, indication of the strength of a medium 
which has made more progress in the past seven] years than in 145 


Managing Director, Svenska Telegrambyran. 


the previous thirty. 


HEN the Newspaper 

Statistics Co. started in 

1942 to chart the spread 
of daily newspapers in Sweden, 
figures in the company’s year- 
book, TS-Boken, showed a total 
net circulation on week days of 
2,486,900 copies. By the first 
half of 1945 this figure had risen 
16 per cent to 2,883,600 copies. 
To-day’s figure exceeds 3,350,000, 
a seven-year increase exceeding 
that of the previous 30 years. 

At the end of the war both 
newspaper publishers and adver- 
tisers wondered whether reading 
interest would change. 

Developments have been most 
satisfactory. Interest in news- 
paper reading is growing. The 
total net circulation has increased 
each year (Table 1), amounting 
in the first six months of 1949 
to 3,356,700-—-35 per cent more 
than in 1942 and 16 per cent 
more than in 1945. 

This does not mean that the 
circulation of every journal has 
increased. Some newspapers have 
gained ground, others have lost. 

The national Press (newspapers 
published in Stockholm, Gothen- 
burg and Malmé) had a circula- 
tion of 1,078,500 in 1942, 
1,333,000 in 1945 and 1,595,900 
in 1949—-an increase from 1942 
to 1949 of 48 per cent and 20 
per cent since 1945 

Other dailies had circulations 
of 1,408,400 in 1942, 1,550,600 
in 1945 and 1,760,800 in 1949. 
This means a 25 per cent increase 
from 1942-1949; 14 per cent 
1945-1949 

In the first half year of 1949, 
the 21 newspapers with national 
circulation had 48 per cent of 
the total net, the 216 provincial 
papers 52 per cent 

The total circulation increase 
of all dailies in the seven years 
1942-1949 was greater than in 
30 years from 1912-1942, when 
the increase was calculated at 
1,785,000 copies 

Of the dailies’ net circulation, 
subscriptions made up the greater 
part. From the figures made 
available by TS (Newspaper 
Statistics Co.) it appears that of 
the net circulation of the TS- 


connected papers (3,248,802 
97 per cent of the total daily cir- 
culation), in 1949, 73 per cent 
were regularly subscribed for, 2 
per cent were rebated and free 
copies which may be included in 
the net total, and 245 per cent 
were news-stand sales. 

The national Press has pro- 
portionately higher occasional 
sales. Stockholm evening papers 
are mainly sold from  news- 
stands. National dailies and pro- 
vincial newspapers are separated 
in Table Il 

Newspapers are distributed 
direct to subscribers locally or 
by mail, bus or rail outside the 
local distribution area. The ex- 
tent to which cach of these distri- 
bution methods is used varies 
from paper to paper 

To an Englishman, the Swedish 
newspaner publisher's life might 
appear to have been a paradise, 


TABLE 1L.—HOW CIRCULATIONS HAVE 
RISEN IN SEVEN YEARS 


| 
National Press | Provincial Press | Net total 
1,078,500 ; 400° : 


1,182,100 | 1,460,800 | 2,642,900 
1,222,100 | 1,509,800 | 2,731,900 
1,333,000 1,550,600 2,883,600 
1,328,500 1,607,200 | 2,935,700 
1,412,200 | 1,666,700 3,078,900 
1,512,300 | 1,723,100 3,235,400 

900 | 1,760,800 3,356,700 


1.408, 400 | 2,486,900 


i 


TABLE IL—SUBSCRIPTIONS HEAD DISTRIBUTION LISTS 


Subscription 
National papers 931,146 
58-7, 
Other papers 1,455,238 
87-5 
Ts-connected dailies 2,386,384 
73-5", 


Rebate and | Total 
free-copres | News-stand | net circulation 
626,706 | 1,585,679 
25% =| 
| 169.501 | 1,669,123 
10-2%, 
796,207 | 3,248,802 
245% =| 


both during the war and since 
In fact, it has been difficult 
enough to meet both growing 
circulations and the demand for 
advertising space under the 
voluntary rationing system 
organised by TU (the News- 
paper Publishers’ Association). 
In 1945, when the net news- 
paper circulation was 2,883,600 
copies daily, paper consumption 
amounted to about 118,000 tons. 


In 1949, with circulation up 16 
per cent, the newspapers’ allot- 
ment was only 100,000 tons, 15 
per cent less than in 1945. With 
increases in circulation the news- 
papers were obliged to reduce 
their size by 27 per cent. 

This year will see a change 
for the better, with 115,400 tons 
of newsprint available to the 
daily Press, Prices, however, will 
be increased. 


Agency Commission 21°, 


(Continued from page 10) 


21-5 per cent, which is given by 
most newspapers in the provinces, 
to 15 per cent allowed by the 
large newspapers in Stockholm 
Commissions given by _ the 
weeklies is 19 per cent. Foreign 
agencies receive 15 per cent from 
all media. 

Surrendering of agency com- 
mission to advertisers is for- 
bidden and, if such action were 
discovered, it would lead to 
cancellation of the agency's 
authorisation. The fact that there 
has never been a case of this 
kind testifies to the high business 
ethics of the Swedish agencies 

Swedish advertising maintains 
high technical and ethical stan- 
dards. This happy state of affairs 
is the result of private enterprise 
Buyers as well as agents and 
sellers of advertising space have 
co-operated t this end through 
their various organisations 

The basic regulations for good 
advertising practice accepted by 
the International Chamber of 
Commerce stand as guiding prin- 
ciples for the contents of adver- 
tisements and for competition 


rules. The continual development 
of these basic regulations is the 
concern of the International 
Council on Standards of Adver- 
tising. Many large newspapers 
have also laid down detailed regu- 
lations to protect their readers 
from deception 

One field in which Sweden has 
gone further than most other 
countries, and in which adver- 
tisers often take advantage of 
readers’ credulity, is the advertis- 
ing of patent medicines. For the 
purpose of controlling such ad- 
vertisements, there has been 
formed by the Advertisers’ and 
Newspaper Publishers’ Associa- 
tions and the Swedish Advertising 
Association, in co-operation with 
the Royal Medical Board, a Con- 
trol Committee for Advertising of 
Unrestricted Medicines, This 
organisation conducts a con- 
tinuous inspection of and control 
over advertisements for such 
medicines, and by voluntary 
effort the point has been reached 
where no advertising of this kind 
reaches the Press without its first 
having been looked into and 
approved by the committee. 

Alleged unfair advertising. 
plagiarism and other matters 
which involve breaches against 
advertising’s code of honour may 


be reported to an Advisory Board 
set up by the Swedish Advertising 
Association. The recommenda- 
tions of this Board are, us a rule, 
implemented by offenders, and 
only in very exceptional cases has 
the Board been obliged to take 
further action. In such cases the 
Board publishes its findings. 
The Industries Control Com- 
mittee for Gifts and Charity Ad- 
vertising has been formed by 
sixteen representative organisa- 
tions and has among other tasks 
those of working against the sell- 
ing of advertising space for cor- 
rupt purposes, especially where 
the guise of a “worthy cause” is 
adopted, and of approving and 
verifying legitimate subscriptions. 
The Swedish market, the im- 
portance and consumption capa- 
city of which, because of the high 
standard of living, is far greater 
than is suggested by the country's 
seven million inhabitants, has 
always been a profitable and in- 
teresting field for British ex- 
porters. To exploit this market 
to the fullest extent they should 
take advantage of the facilities 
offered by the various advertising 
media. They have at their dis- 
posal, at reasonable cost, an 
excellent Press reaching prac- 
tically every Swedish family. 
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ASSOCIATED DUTCH GENERAL MOTORS 


BULB GROWERS 


4 
Wis! 


illette INTERNATIONAL 


HARVESTER 


PHILIPS 


world-famous for light, radio 
and electrotechnique 


These are some of our international accounts. 
We are proud to handle the Swedish advertising for them. For some of 
them we do all the copy and art work, for others we adapt the basic ideas of 
our international associates for use in Sweden. We have done this for quite a number 
of years, to the mutual satisfaction of the client and ourselves Research work, sales 
promotion, advertisements, posters, printed matter, films, all lie within our 
? scope. Perhaps we could be of service to you? 


AB SVENSKA TELEGRAMBYRAN 


ADVERTISING AGENCY, ESTABLISHED 1867 AUTHORIZED BY [HE NEWSPAPER PUBLISHERS ASSOCIATION OF SWEDEN 
HEAD OFFICE STOCKHOLM BRANCH OFFICES GOTEBORG MALMO HALSINGBORG 
Member of Triangle, The Scandinavuin Advertising Pool 
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ADVERTISER'S WEEKLY 


Swedish Supplement 


Periodicals have 


pulling power with 
all income groups 


By SIGGE S. STROMBERG 


SWEDISH parliamentary 
committee recently recom- 
mended a special tax on 

magazines. The idea is by no 
means a new one, but this is 
the first time a formal sugges- 
tion has been submitted to exam- 
ination. 

In the present debate, rather 
weighty objections have been 
raised against it. Authors fear 
that a tax on magazines might 
force publishers to accept too 
much low-priced fiction. A noted 
economist has indicated the like- 
lihood that half of the calculated 
magazine tax would be counter 
balanced by an equal decrease in 
other forms of tax revenue. Also, 
spokesmen of jurisprudence have 
agreed with the vast majority of 
newspapers that such a measure 
would endanger the freedom of 
the Press. 

If the criticism gains the atten- 
tion and acknowledgement of the 
Swedish Government a Bill to 
introduce the tax may not be 
presented. But the very fact that 
such a measure has been con- 
sidered gives a fair indication of 
the commercial standing of the 
periodical Press, particularly en- 
tertainment magazines, in Sweden 
to-day No one would want 
to impose a “luxury” tax on an 
industry that was not prosperous. 

The sound commercial position 
of Swedish periodicals is beyond 
question, Circulations amount to 
more than one magazine a week 
for each member of a population 
of nearly seven millions. Reference 
books list over 400 publications, 
which is more than one for every 
15,000 adult inhabitants of the 
country. The majority of maga- 
zines are closely allied to the 
large number of associations and 
clubs typical of social and econ 
omic activities in Sweden, and of 
the large popular movements that 
have left their marks on culNral 
development during the last 
hundred years 


Catering For 

All Tastes 

Not only do trade unions, dis 
senters, and teetotallers, farmers’ 
organisations and business asso 
ciations publish national and 
regional organs of considerable 
sizes, but there are also journals 
for the smallest trade groups, and 
for the most specific interests 
Quite naturally, the circulation 
figures of many such reviews are 
very modest. But no fewer than 


Modern flats mean a demand for high-class consumer goods. 
And at least one periodical goes into each of them weekly. 


*) magazines have a greater 
circulation than one per cent of 
the total number of families 
(2,200,000), Ten of them cover 
more than 10 per cent of all 
families. 

Any attempt at classification 
of periodicals in non-over- 
lapping groups is obviously 
doomed to failure. A somewhat 
rough distinction could be made, 
however, between general maga- 
zines and special ones, the latter 
group comprising farm, trade, 
hobby, and association papers, 
etc. The general group, although 
by far outnumbered by the special 
magazines, on the average shows 
greater circulation figures and a 
greater number of issues 

There are at least.cight special 
magazines distributing over 
100,000 copies per issue. Two of 
them are the leading agricultural 
journals, Jordbrukarnas Foren- 
ineshlad (375,000), and RLF 
tidningen (191,500) Among 
publishers of the remaining six 
papers are two correspondence 
colleges, the trade unions of the 
metal workers and the forest 
industry workers, a political 
party, and the Swedish Touring 
Club 

The abundance of magazines in 
the specialist group offers to an 
advertiser in Sweden unusually 
favourable conditions for selec- 
tive advertising 

For most advertisers of con- 
sumer goods, however, interest 
must be focused on magazines in 
the general field. The 21 biggest 
of them exceed net circulations of 
100,000 copies, with a total of 
4,280,000 They all cater for 
more or less the same audience, 
or type of audience (excepting the 


women’s magazines), and most 
compete on the news-stands 

At news-stands and in news- 
agents, 40 to 80 periodicals are 
usually on sale. These often in- 
clude a number of leading maga- 
zines from abroad 

Editorial policies, as a rule, are 
adjusted to take into considera- 
tion the fact that two-thirds or 
more of the circulation is based 
on news-stand sales under highly 
competitive conditions This 
also stamps the exterior make-ups 
of the journals 


International 

Flavour 

Among the 21 top circulation 
magazines all sizes are repre- 
sented, varying from pocket size 
to extra large Two-thirds of 
them shine in four-colour covers, 
either in offset or letterpress 
printing. Only two are entirely 
produced in offset. Rotogravure 
prevails among the biggest week- 
lies, letterpress among those »vith 
lower circulations. Paper and 
printing are of a comparatively 
high standard. But none of the 
magazines is very thick A 
medium sized magazine has 36 
to 56 pages. 

Layouts show touches of both 
European and American style 
In recent years, influence from 
over the Atlantic has grown both 
technically and editorially. Many 
internationally known cartoons 
are conspicuous parts of the 
contents 

This does not mean that 
Swedish magazines are imitations, 
devoid of individuality and local 
colour Good Swedish fiction 


alternates with the foreign. Good 


Fearvary 23. 1950 


There are over 400 periodicals 
in Sweden-—more than one for 
every 15,000 adult inhabitants. The 
specialised appeal of a large group 
of them makes them an ideal 
medium for selective advertising. 


illustrators supply the larger part 
of the art work, and Sweden has 
photographers of internationally 
acknowledged standing. 

Genuinely Swedish character- 
istics in articles, short stories, and 
in illustration, never differ widely 
from magazine standards in other 
Western countries. The public 
wants, tastes and behaviour differ 
little from those of other peoples. 
The Swedes are interested ip 
royalty, sport, and social life 
Letters to the editor are exten- 
sively written and read, and so 
is personal advice, asked for and 
given in the columns of most 
magazines. Contact between 
editors and audience is remark- 
ably close. 

The Swedish people look out at 
the world with keen interest in 
events beyond the narrow borders 
of their own country. That 
accounts for some of the foreign 
interspersion in magazines, It 
would thus be inappropriate to 
speak of a pronounced, original 
line of development in Swedish 
magazine publishing. It should 
be acknowledged, though, that 
the average Swedish magazine is 
modern, alert, and smart. 

Within that judgment there is 
obviously room for considerable 
variation. Leading magazines do 
not look the same, and they have 
their own formulas for editorial 
content and presentation. 

The women’s magazines 


(Continued on page IB) 


ONE tooth 
makes no saw..! 


One ad makes no campaign. 
Only consistent repetition of good 
ideas makes effective advertising. 


Allmanna Annonsbyran AB 
Stockholm — Sweden 
Cable address at at ut 
Advertising teteet 
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A Stockholm Advertising 
Agency that works on 


Facts, not Hunches 


Ervaco—an associate Company 


of Erwin Wasey, London 


es firms considering the possibility of 
advertising in Sweden will be particularly 
interested in Ervaco, a Swedish Company as- 
sociated with Erwin, Wasey & Co., London. 

Ervaco offers a complete advertising service 
—market research; marketing ; 


Emphasis on Market Research 
One of the distinguishing features of the 
service offered by Ervaco is the strong emphasis 
placed on market research. Ervaco believes 
that a thorough knowledge and understanding 
of market conditionsis absolutely 


packaging; the preparation and 


THE MANY CLIENTS WHOSE | 


essential if advertising is to be em- 


execution of advertising cam- SWEDISH ADVERTISING Is | ployed wisely and economically. 
paigns for the Press, posters and |} rae Tohandle such research problems 
/ ; 


other media ; editorial publicity ; 


the production of display mater- |) poe 


Bryggerierna —- Beer 


|| Ervacohas a subsidiary company 
—IMU (The Institute for Mar- 


‘ . : . cae, e Sparking plugs : 
ial of all kinds; films; exhibition |) Goodyear — Tyres | keting Research). 
work etc. oe Shoes | Hunches are sometimes right 
| ‘ 4 "ss . 
One of Stockholm’s ~~. or —and sometimes wrong. So are 


Leading Agencies 
Ervaco has beenestablished for 


Kockum — Enamelled goods 
Kramfors — Board 
Salens Ladies’ Dresses 

Schenley 


the conclusions which advertising 


ads men draw from market research. 
iSAV 


25 years. Ithas grown rapidly and Ss. T. Monopoly Cigarettes | But with facts and figures to help, 


is now one of the foremost ad- Sechard 
Thule — Insurance | 


vertising agencies in Stockholm. 


Sweets | there is obviously less chance of 
|| being wrong than if everything is 


Not that Ervaco would claim 
advertising alone to be responsible for the 
success of any of the products with which it 
is concerned. The Advertising of a product 
cannot properly be divorced from the general 
marketing and sales policy, or indeed from the 
qualities of the product itself. These matters 
are, of course, all closely inter-related. That is 
why Ervaco prefers to be consulted about any 
advertising problem in its earliest stages —when 
the basic marketing strategy is being planned. 


left to guesswork. 

Consequently, when advertising campaigns 
are prepared by Ervaco, all steps are taken to 
ensure that those planning the campaign are 
kept fully briefed with the market situation 
and informed of any changes that may occur 
from time to time. 

If, therefore, you are considering advertising 
in Sweden, may we suggest that you get in 
touch with Ervaco as soon as possible. Please 
write to Ervaco, Stockholm, Sveavagen 90. 
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PERIODICALS 


(Continued from page 16) 


form their own group. The 
«largest are Husmodern (234,900), 
Damernas Varld (182,700), and 
Svensk Damtidning (134,000). 

In other typical. sub-divisions 
fall Det Basta (Reader's Digest, 
229,900), the radio programme 
paper Roster i Radio (142,000), 
and the pictorial Se (173,700). 

The large group of family 
magazines vary in appeal and 
technique, and some of them are 
predestined by their type to cater 
mostly for city dwellers, the rural 
population, or a certain income 
bracket. Hemmets Veckotidning 
(368,900), Hela Varlden (239,200), 
Vecko-Revyn (224,500), and 
Folket i Bild (215,200) are at 
present the greatest representa- 
tives of this class. 

Falling between general and 
special magazines are Vi 
(630,600) and ICA-Kuriren 
(337,100), not sold on the news- 
stands, but distributed, in addi- 
ion to subscribers, to customers 
in Co-operative stores, and 
private stores, respectively. 


irculations 


Broken Down 
Subscriptions to any important 
agazine can usually be signed 
ot only with the publisher's 
epresentatives, but also at any 
ost-office. The local postmaster 
rders and distributes them. 
Circulations are audited by TS 


(corresponding to the ABC) for 
about 50 periodical publications. 
For general magazines, break- 
down figures of 92 districts are 
stated. It is expected that the 
continuous rise in circulations 
will rapidly increase the number 
of subscribers to TS. Advertisers 
are also anticipating more audi- 
ence breakdowns, hitherto 
furnished only by a _ few 
publishers 

The most important publishing 
houses are Ahlén & Akerlund 
(with eight of the 21 top flight 
magazines), Allhem, Saxon & 
Lindstrom, Allers Familj-Journal, 
and Hemmets Journal (two each). 
They also publish some notable 
smaller journals. 

One of the best known inter- 
nationally is WVecko-Journalen 
(62,500), distinguished as a high- 
class, fashion-setting publication. 
Adam (7,600) bears a marked 
resemblance to the American 
Esquire. Among house and 
garden journals, Hem i Sverige 
(16,900) deserves special mention. 

Nearly everybody in Sweden 
reads magazines. Unfortunately, 
there is not sufficient statistical 
evidence about the distribution of 
magazine readers. Available 
information shows that maga- 
zines are read to a somewhat 
greater extent in cities and towns 
than in rural communities. 
Women read magazines more 
than men. Higher income means 
high magazine readership. Young 
people and single people read 
more magazines than a more 


Retail stores in Sweden are modern, hygienic and w 
Point of sale advertising is tasteful and effective. Packaging 
and display are also given careful attention. 


discriminating older generation 
and the busier married ones. 

The rapid growth of Swedish 
magazines—in number and in 
circulation—in the last thirty 
years has parallelled an even 
more significant development of 
magazine advertising. More 
advertisers and their agents are 
acknowledging the power and 
influence that magazines exert on 
consumers. Also, agencies have 
developed great skill in adapting 
copy to appeal to magazine 
readers. Present magazine adver- 


ell-equipped. 


tising rates are higher than before 
the war, yet they are compara- 
tively moderate, a typical milline 
rate being about 0-25d. in a large 
magazine in the general field. 

Magazines in Sweden are 
largely better fitted than those of 
most other countries to fulfil 
their triple object: to entertain 
and to amuse, to inform and to 
educate, to render service and to 
sell. They are always ready to 
adopt new methods and tech- 
niques in all these fields as well 
as in production. 


axrepOuacer 


TeEKNISK TipSKRIFT 


ARMERAD BETONG 


The shortest way to 
INDUSTRIAL BUYING POWER IN SWEDEN 
5,000,000,000 Kronor (£400 million) 


TEKNISK TIDSKRIFT 


(Official organ of the Swedish Association of Engineers and Architects) 


HERE IS WHY: 


Readership.—-Engineers in all branches of industry, purchasing and sales 
managers, heads of government offices and municipal services, etc. 
One-third of all readers are in executive positions 


Certified net circulation June 
weekly issue (increase since 1944 more than 2,000 copies). 


Circulation. 


Advertising. 


than in any other publication 
in the two next largest industrial journals combined 

Results.—-A Swedish advertiser writes: “We have noticed a 
increase in orders after insertion days.” And another: “Our 
TEKNISK TrIpSKRIFT have, without comparison, given the best results.” 
And one of the largest British agencies writes: “Texnisk TIpsSKRIFT 
is the paper where we get results.” 
And so will you! Consult: 


London Office : 


Swedish industry invests more money in Teknisk TmskKRIFT 
Advertising volume is greater than 


FRANK L. CRANE 
69 Fleet Street - E.C.4. 


30, -1949: 9.357 copies per 


remarkable 
. ads. in 


Central 2811 


SWEDEN’S FOREMOST AUTHORITY ON 


ALL TECHNICAL & INDUSTRIAL SUBJECTS 
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to is a marked change in the 
business atmosphere noticeable in 
Sweden today. Gone are the days 
when goods "sold themselves” — 
often from under the counter. Im- 
ports may still be squeezed, but 
retailers’ shelves are filling up all 
the same. In some lines, they are 
even overfull now. 


Less money in people's pockets, too. 
High prices and an overbalanced 
budget have mostly taken care of 
that — and savings propaganda has 
channelled much of the surplus pur- 
chasing power into the banks. The 
seller's market we have had so long 
now is shifting over into a buyer's. 
Or rather: the 
market. 


A.-B. 


Offices 


clever salesman’'s 


Swedish Supplement—-ADVERTISER'S WEEKLY 


Weather forecast 
for Sweden: 


Change 


in the business weather 


"We keep our name before the 
public, of course, although we don't 
think there is much point in advert- 
ising” — that attitude just won't 
work today. Rationing customers is 
no longer the bigger problem... 
goods have come out from under the 
counter into the display window... 
that means, advertising is coming 
into its own again... to do its real 
job of selling. 


With the new trade agreement — 
not to mention the "free list” 
Sweden offers a bigger market for 
British goods than it has done ever 
before, but the competition has also 
increased. You may be counting 
on this market — if so, you can 
hardly do without the sales aid 


S. GUMALIUS ANNONSBYRA, STOCKHOLM 


also in Gothenburg, Malmé and Oslo (Norway). Contacts with leading 


advertising agencies throughout the world. 


offered by a modern Swedish ad- 


vertising service. 


GUMALLIUS, as the oldest and 
one of the largest advertising agencies 
in the country, has a wide back- 
ground of extensive, successful ex- 
perience to draw on and knows 
the market from A to Z. Contact 
GUMALLIUS in good time, and you 
will be ready to meet the market 
"change in the weather” well equipped. 


rational advertising 
—| 


Member of “The Scandinavian Four" 
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Fx. 
‘4 he best way 


to establish contact with the Swedish textile 
market is to advertise in 


MANUFAKTURISTEN 

This is the oldest textile journal in Sweden, 
and holding the biggest subscribed issue of all the 
Swedish textile papers, namely over 6,000 copies 
every 10 days, it reaches most of the textile 
manufacturers, wholesalers and retailers. 

The paper deals with everything connected 
with men’s, women’s and children’s wear, and 
also soft furnishings. 

For this reason an advertisement in Manufaktu- 
risten is the best means of establishing contact 
with the Swedish trade. 

Manufakturisten would welcome the opportu- 
nity to be of service to you. 


Haide Géransson, above, one of the many 

MANUFAKTURISTEN = eeiagiem 
/ in Manufakturisten, was selected as cover 

irl last September for the American 


Sveavegen 25-27, Box 3195, Stockholm 3, Sweden paper LIFE. 


IN THE SOUTHERN PART 


Or s 


SYDSVENSKA DAGBLADET 


SNALLPOSTEN 


MALMG —- SWEDEN 


Exclusively represented 
in Great Britain by 
Joshua B. Powers Ltd., 
14, Cockspur Street, 
London S. W. 1 


Carries more national advertising than any other 
Phone WHitehall 3305 6 


newspaper outside Stockholm. 
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Editor, Industritidningen Norden. 


HE trade and technical 

Press of Sweden has not 

undergone any very re- 
markable changes during the 
last ten years. There is, however, 
a certain tendency for the trade 
Press to improve its general ap- 
pearance in so far as many papers 
have gone in for more modern 
typography, a more generous use 
of illustrations, and higher grades 
of paper. Moreover, some 
formerly very strictly specialised 
journals have widened their 
scope, their columns now being 
open to writers dealing with sub- 
jects of more general interest, for 
instance the social and human 
sides of the industrial and 
economic problems. 

Since the outbreak of the war, 
Swedish industry has been ex- 
tremely busy, and the demand for 
engineers and technicians of all 
grades has been far heavier than 
the supply, even if this tendency 
is less pronounced now than a 
year ago. This lasting industrial 
boom has enhanced considerably 
the public’s interest in techniques 
and engineering generally as well 
as in social and economic 
questions. This is reflected in the 
increased circulations of the trade 
papers, many of which have seen 
their editions grow by 50 per 
cent or more in recent years 

Evep if the volume and circu- 
lation of many of the Swedish 
trade papers may seem modest 
in British eyes, they may never- 
theless be quite valuable as means 


ONE blow 
fells no tree..! | 


One ad fells no 
buving-resistance. 
The blows must come hard enough. 
often enough, and numerous enough. 


Allmanna Annonsbyran AB 


Stockholm - Sweden a 
Cable address: < at, 4 


Advertising 


| electricity 
consulting engineers, The journal 


of contact with definite groups of 
readers. 

The cost per page of advertis- 
ing varies so much that it is im- 
possible to provide any average 
quotations. But here are details 
of some of the most important 
and influential journals. Space 
prices are shown in Swedish 
crowns with advertisement spaces 
in inches or millimetres: 

Affdrsekonomi (Business Econ- 
omics). A prominent independent 
paper dealing with industrial 
management and organisation, 
advertising, selling and account- 
ancy. 420 kr. (74 in. x 9¢ in); 
circulation 6,800; 20 issues a year. 

Affdrsvariden (Trade Journal 
of Sweden) was established in 
1901 and is published weekly in 
Swedish and English. Contains 
reviews of the economic condi- 
tions in Sweden and abroad, 
reports especially from the iron 
and steel, timber and wood pulp 
markets as well as reports from 
shipping. 228 (6 in. x 9} in.); 
circulation 5,150. 

Bygemistaren (The Master 
Builder), official organ of the 
Swedish Architectural Society, 
a section of the Swedish Asso- 
ciation of Engineers and Archi- 
tects, the Swedish Architects’ 
Association, and the Building 
Association of Sweden Deals 
with housing, social, economic 
and legal questions, town plan- 
ning, transport techniques, furni- 
ture, etc. Since 1938 its circula- 
tion has increased by about 90 
per cent, being now 5,800 copies. 
330 (7 in, x 10 in.); 26 issues a 
year. 

Era. Organ of the Society for 
the rational use of electricity. 
Readers: electricians of all grades, 
works and retailers, 


is distributed to practically all 
the communities in the country. 
440 (3 in, x 106 in. or 84 in. x 
114 in); circulation 13,600; 
monthly. 

Industria, the official organ of 
the General Federation of 
Swedish Industrial Employers, a 
trade paper of the industrial and 
economic life of Sweden the 
general appearance of which is, 
along with that of the Textil och 
Konfection, the most up to date 
of the Swedish trade Press. 860 
(7-1 in. x 10°6 in.); circulation 
7,000 in 1938, now 30,000; 
monthly. 

Industritidningen Norden. 
Organ of the Swedish Inventors’ 
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Widened scope, greater sales 


of trade and technical press 


By ERIK SWARTLING, 


This article gives valuable information obout 
Sweden's trade and technical Press. Mr. Swartling 
has listed many of the most important journels, 
giving their circulations and advertisement rates. 


association for forest culture in 
Association and the Federation 
of Swedish College Engincers, 
with the supplement Svensk Tid- 
skrift for Industriellt Rattsskydd, 
official organ of the Swedish 
Patent Office, containing all 
patents published by that office. 
A paper of 78 years’ standing, 
dealing with industry, economy, 
engineering, patent right, public 
and industria! relations, and occu- 
pational psychology; catering for 
industrialists, inventors, tent 
engineers, sales and purchasing 
managers in industry, Govern- 
ment offices and municipal ser- 
vices. 210 (167 mn. x 248 mm.); 
circulation 3,500; 26 issues a year 

Jernkontorets Annaler (Annals 
of the Iron Masters’ Association), 
which dates back to 1817, is the 
oldest trade journal in Sweden. 
It is also the leading paper of the 
mining and iron industries. 90 
(125 mm, x 200 mm.) Its circu- 
lation has increased by about 60 
per cent since 1938. 


Jordbrukarnas Fédéreningsblad 
(The Agricultural Co-operation 
News). Official organ of the 


Federation of the Swedish Far- 
mers’ Associations. Its circula- 
tion amounts to 375,000 copies 
which reach practically every 
farmer in the country. 5,280 
(440 mm. x 6 col.); weekly. 

Lantmannen (The Farmer). 
Official organ of the National 
Union of Swedish Farmers, Cir- 
culation 15,000 copies; 300 
(245 mm. x 3 col.); weekly. 

Manufakturisten (The Manu- 
facturist). Independent organ for 
all] branches of the textile indus- 
try. Readers: manufacturers, 
wholesale dealers, retailers, 
decorators and their assistants 
Its circulation was 5,000 copies 
in 1938 and is now 6,500. Cost 
of advertising 410 (6 in. x 84 in.); 
3% issues a year, 

Motor. Official organ for The 
Swedish Automobile Association 
(Motormiannens Riksféround), 
caters for car and motor cycle 
owners. Economic, legal and 
technical information on vehicles, 
roads, fuel, etc. 540 (185 mm. x 
255 mm.); circulation 68,000; 50 
issues a year. 

Skogen. Organ for the Swedish 
Federation of Forestry, the largest 


the country. For the last twenty- 
five years the leading publication 
in its field. Numerous readers 
in works, sawmills, pulp and cel- 
lulose works, forestry companies, 
and among timber merchants, 
forest employees and officials 
200 (7 in. x 94 in.); circulation 
11,500; 24 issues. 

Skogsdgaren (The  Forest- 
Owner). Official organ of the 
National Federation of the 
Swedish Forest-Owners’ Associ- 
ations. 250 (195 mm. x 2 col). 

Svensk Flagg (Swedish Ship- 
ping and Aviation Journal). 
Organ of the Swedish General 
Shipping Association. Readers 
ship owners, ship brokers, ship- 
yards, workshops, harbour 
boards, and government authori- 
ties. 180 (10 in. x 64 in.); circu 
lation 2,000, 10 per cent of which 
is abroad; 25 issues a year. 

Svensk Handel. Official organ 
for The Federation of Swedish 
Wholesale Merchants and Impor- 
ters, central organisation of the 
private and import trade with a 
membership of 1,500 firms, and 
a total turnover in 1948 of 5,600 
million Swedish crowns. 450 
(255 mm. x 3 col); circulation 
5,000; bi-monthly. 

Svensk Handelstidning Justitia 
An independent weekly estab- 
lished in 1890, containing regular 
reports on the state of business 
in Sweden and abroad, reviews of 
price trends and the money 
market, information about judg- 
ments, registrations of ownership, 
building licences and real pro- 
perty notes of various kinds. 240 
(280 mm. x 180 mm.); circulation 
12,900 a week. 

Svenska Hem i Ord och Bilder 
(Swedish Homes). An indepen- 
dent journal dealing with interior 
decoration, arts and crafts, archi- 
tecture, gardening, fashion, an- 
tiques, and cooking. Readers: 
architects, builders, decorators, 
garden owners and art fanciers, 
mostly of the well-to-do classes. 
420 (185 mm. x 265 mm.); circu- 
lation 9,000; monthly. 

Svensk Motortidning. 
organ of the Royal 
Automobile Club, the Royal 
Swedish Motorboat Club, the 
Royal Swedish Aero Club, and 
affiliated clubs. Promotion of 
motoring, cycling, sailing and 
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t big industry 


TEXTIL OCH KONFEKTION, a modern trade and 


pikes, ani 


organ of the Swedish textile and clothing 
industry and read all over the 

industry. Circulation 

4,008 copies. 


© 
® 
» 
s 
* 


° 
. 


a big market 


through TEXTILIA, a brand new fashion and textile 
. published twice a year by TEXTIL OCH 

KONFEKTION and distributed to members 

of the wholesalers’ and retailers’ 

organizations in the textile 

field and also read by 

the textile consuming 

public. Circulation 

10,000 copies. 


Ce ee Tree 


® LONDON OFFICE: 


e 

& Prank L. Crane 
@ 69 Fleet Street, ECA Phone Central 2811 
HEAD OFFICE: Bibhiotek 6 Steckholn 


Sweden. 


} 


flying. Deals with technica! sur- 
veys, touring laws, road adminis- 
tration, safety propaganda, traffic 
regulations and traffic economy, 
sport and current events. 400 
(184 mm. x 259 mm.); circulation 
25,000; monthly. 


Svensk Papperstidning. Official 
organ of the Swedish Paper Mills 
Association, the Swedish Paper 
and Cellulose Engineers Associa- 
tion, and the Association for 
Silviculture. Summaries in two 
languages of all original articles, 
scientific text frequently in 
English or German Of its 
readers 80) per cent are works 
managers, paper and cellulose 
engineers. 165/200 (10 in. x 
in.): circulation, 1,600 copies, 
per cent of which go abroad; 
issues a year 

Svensk Sjéfartstidning (The 
Swedish Shipping Gazette), 
official organ of the Swedish 
Shipowners’ Association. Has 
been published weckly for the 
last 42 years. Among its readers 
are ship owners, ship brokers, 
masters, ship builders, stevedores, 
forwarding agents, government 
authorities, and harbour boards, 
legations and consulates, marine 
assurance companies. In 1938 
its circulation was about 2,000 
copies; now it is about 5,900 
copies. This paper is represented 
in Great Britain by Messrs. 
Hardy, Tobin & Co., 110, Fen- 
church Street, London, E.C.3, 


Svensk Trdvarutidning (The 
Swedish Timber and Wood Pulp 
Journal). Commercial organ for 
the Northern export forest indus- 
tries. Published in Swedish and 
English. Since 1938 its circula- 
tion has increased by about 50 
per cent. 180 (10 in. x 64 in.); 
25 issues a year 

Svensk Utrikeshandel (Swedish 
Foreign Trade Journal). Organ 
of the General Export Associ- 
ation of Sweden, deals exclusively 
with matters concerned § with 
Swedish foreign trade by means 
of regular surveys of Swedish 
imports and exports. A recog- 
nised forum for discussion of 
problems connected with foreign 
trade. Surveys of development 
in world trade and commerical 


ONE picture 
makes no film..! 
~~, 


One ad makes no campaign. 
(ine idea often gives full effect to 
an ad — but it needs several ads to 
give full effect to an idea. 


Allmanna Annonsbyran AB 


Mockholm -— Sweden 
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Advertising 
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policies. 200 (7 in. x 10 in): 
circulation, 3,350 copies 
monthly. 

Teknisk Tidskrift. Established 
in 1870, published by the Swedish 
Association of Engineers and 
Architects. It is the leading 
purely technical paper of Sweden 
and of Scandinavia. Readers: 
engineers and industrialists, as 
well as other persons interested 
in engineering and _ technical 
matters, heads of government 
offices and municipal services, 
etc. The circulation, at present 
about 9,500 copies, has increased 
by about 2,000 copies since 1944. 
380 (64 in. x 9} in.); weekly. 


Textil och Konfektion is the 
leading Scandinavian textile 
journal and official organ of the 
employers’ organisations and the 
industrial branch organisations 
of the Swedish textile and ready- 
made clothing industries. It 
contains mostly special articles 
dealing with technical questions, 
the supply of raw material, trade 
and industry problems, industrial 
welfare, in Sweden and abroad. 
In every number summaries are 
given in English of articles and 
other material of general interest. 
350 (7:1 in. x 10-6 in.); monthly, 
except January and July. 

Verkstaéderna (The Machine 
Shops), Organ of the Swedish 
Engineering Employers’ Associ- 
ation. Deals with industrial 
relations, social and economic 
questions, management, work 
processes, machines, tools, and 
standardising. 230 (64 in. x 9 
in.); circulation 13,500, monthly. 

V.V.S. Tidskrift for Varme— 
Ventilations—och Sanitetsteknik, 
official organ of The Swedish 
Association of Heating and Ven- 
tilation Engineers with the sup- 
plement Kylteknisk  Tidskrift. 
organ of the Swedish Society for 
Refrigeration. Readers: master 
builders, plumbers. 200 (170 mm. 
x 255 mm.); circulation 2,300, 
monthly. 

Trade Press copy for Sweden 
should, above all, be informative. 
appealing to the reader's sense of 
economy and to his professional 
knowledge rather than to his 
imagination or sentiments. Most 
Swedish engineers are very shy 
of enthusiastic descriptions and 
generalities. 

It is the language of facts that 
counts. The copywriter must 
therefore be able to present pro- 


| duct merits clearly and completely 


in a technically correct language 
and in terms: of the readers’ 
interests. His statements should 
be supported, if possible, by 
simple charts or drawings show- 
ing illustrative details of design. 
or by statistics and data that 
really mean something. 

An artistic layout, a witty joke 
or a slogan that makes the point, 
certainly add to the pulling value 
of the advertisement. Swedish 
engineers and technicians are, 
however, inclined to take them- 
selves and their profession rather 
seriously. In other words, 
Swedish trade paper advertising 
should not lack a certain dignity 
but, at the same time, it should 
not be dull or tedious. 
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Modern design an aim 


of industry 


By MARTIN GOTZ 


LTHOUGH Sweden’s popu- 

lation is not quite 7 millions, 
she belongs to Europe's leading 
industrial countries; in fact, her 
production is only exceeded by 
Britain, Germany, France and 
Italy. 

As late as tne 1880's Sweden 
was still a predominantly 
agricultural and relatively poor 
country. Since then, she has be 
come a highly industrialised 
sountry, providing her population 
with a very good standard of 
living. 

Her industrial development has 
been based on her forests, her 
iron ore and her water power. 
All other raw materials, including 
coal and petroleum, have to be 
imported. Sweden, like Britain, 
must export in order to import. 

Timber and its products 
account for half of Sweden's 
exports. Forestry is highly de- 
veloped and intensive research 
is undertaken in order to obtain 
increased yields; nevertheless, # 
had long been foreseen that the 
peak reached about ten years 
ago would not be maintained 
Up to the outbreak of the last war 
total exports of wood and wood 
products showed a continuous in- 
crease, although timber exports 
started to decline at the begin- 
ning of the thirties. The reason 
was the rapid expansion of the 
pulp industry owing to the grow- 
ing world demand for paper; in 
consequence, an increasing share 
of the timber output was diverted 
to the manufacture of pulp 

When war broke out, the old 
reserves of virgin forests were 
already exhausted. On the other 
hand, during and after the war 
over-cutting became necessary in 
order to provide fuel wood to 
replace imported coal and oil. To 
Maintain output, exports are to 
be kept at about 600,000 standards 
a year compared with about 
800,000 standards just before the 
war. Britain takes first place 
among buyers of Swedish timber 


coalface 


Pulp is the largest export 
item—accounting for one-fourth 
in 1948. Exports were 18 


million tons in 1949, or 100,000 
tons higher than in 1948, but 
still 300,000 tons less than before 
the war. This was mainly due 
to the falling-off of sales to the 
United States. In Europe, Britain 
is the largest market 

To make the best of her tim- 
ber resources, Sweden must con- 
centrate on the export of finished 
products rather than on sales of 
timber. This tendency is not only 
shown in the increase share of 
high-quality pulp, but also in the 
increase of paper exports from 
560,000 tons before the war to 
587,000 tons in 1948. Last year 
there was a further increase of 


about 3 per cent. 
The wallboard industry has 
rapidly increased its output in 


recent years, exports were 95,000 
tons in 1948 as against 21,000 
tons before the war. Another 
use of timber is for prefabricated 
houses, of which new types 
suitable for export are produced 

Iron ore is Sweden's second 
domestic raw material. The 
larger part has always been ex- 
ported. Before the war, Ger- 
many was the biggest customer; 
now she is replaced by Belgium 
and Britain. 

Sweden's high-grade ore is also 
the basis for her own iron and 
steel industry, which is under- 
going modernisation. Imports 
will always consist of com- 
mon steel whereas special steels 
will be exported. For these, 
Britain has always been the 
largest market. Steel has also 
made a large contribution to 
Swedish exports in the form of 
manufactures and machinery. 
Output in the = engineering 
industries increased by 35 per 
cent from 1938 to 1948. 

Sweden's shipyards are build- 
ing vessels not only for her own 
merchant fleet, which in spite of 
war losses is now larger than in 
1938, but also for abroad— 
mainly Norway. 

The. manufacture of agricul- 
tural machinery is now being 
developed; it is intended to 
increase production of tractors 
from 3,500 a year at present to 
7,000, Great progress has also 
been made in the production of 
office machinery and precision 
instruments. Motor car produc- 
tion is on the increase, nearly 
one-half of the lorries registered 
for the first time are home-made. 
Manufacture of electric domestic 
appliances and radio sets is also 
expanding. Output of machine 
tools, of which over one-third 
is exported, is more than double 

(Continued on page 24) 
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Two important 
Swedish weeklies 


HEMMETS JOURNAL 


aa \ (The Home Journal) 

— = Established 1921 Net 

ree |  cireulation for the firs 

er; | 6 months of 1949: 
131,000 copies 


—_—_ 


Hemmets Journal, long known as one of the 
leading Swedish advertising media, is a fiction 
and general entertainment magazine which 
appeals to the whole family. 

Products used in the home such as foodstuffs, 
clothing, cosmetics, household articles, furni- 
ture, ete., find here the ideal public. Thanks 
to its even distribution among men and women 
readers of mature age and with an average 
income which is definitely above that of the 
country as a whole, the magazine is also suited 
to the advertising of semi-luxury articles such 
as refrigerators, radios, fountain pens, ete. 


FICK JOURNALEN 


(The Pocket Journal) 
Established 1945. Net circulation for the 
first 6 months of 1949; 111,000 copies 


Fickjournalen is « fiction maga- 
xine containing news of filma, 
swing and fashions. This maga- 
zine, the only European pocket 
weekly, hasin a remarkably short 
time reached a circulation which 
tsa record in Swedish publishing. 
Advertising rates are low and 
advertisers who wish to appeal 
to a public between the ages of 
17 and 25 have an excellent 
medium in this special youth 
ma,azine of Sweden. 


For rates and information, apply to our sole 
advertising representatives in Great Britain 
JOSHUA B. POWERS LTD. 
14 COCKSPUR STREET, LONDON, 8.W.1 
Tee : WHltehall 3305/6 
Telegrams: JAYBEPOW, LESQUARE, LONDON 
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Allmaana Annonsbyran AB 


Stockholm - Sweden 


Cable address: 
Advertising 


* 


AAA lands sales 
arguments eren 
on small space. 


* 


Advertising counsellor 

to these Swedish “Champions” 
(and many others) 

AGA, Swedish Pulp Corp.. 
Electrolux, Findus, 
Firenade-Framtiden, 
Marabou, Persil, 

SAAB Aircraft Company. 
Svenska Triihus, 
Wasa-Crisp-Bread. 
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| Sweden’s industry 
(Continued from page 23) 


the pre-war quantity. The chemi- 
cal and allied industries also 
show progress, especially as re- 
gards the production of paints 
and varnishes, plastics and 
pharmaceuticals. 

In the field of consumer goods, 
the development of ready-made 
clothing manufacture may 
mentioned. Recently this new 
industry has started an export 
drive for men's wear in Western 
Germany. 


Development of 


Industrial Art 

A survey of Swedish industry 
would be incomplete if no men- 
tion were made of the many and 
varied small industries which 
produce mainly for the home 
market, but some of which also 
contribute to the country’s ex- 
ports. Small industry has grown 
out of handicraft and home 
work, and the artisan’s skill 
which has been preserved despite 
the rapid industrial development. 

More than 125,000 smal! busi- 
ness firms employ 40 per cent of 
the total number of persons en- 
gaged in artisan trade and indus- 
trial maiufacturing. Small con- 
cerns, employing up to 50 
workers, predominate in furniture 
manufacture, tools, cutlery and 
many other trades 

Modern taste lays increasing 

stress on good design In 
Sweden this led to the develop- 
ment of industrial art and its 
expression in the type of design 
called “Swedish Modern,” 
which is liked not only at 
home, but also abroad. Mest 
familiar is the graceful glass- 
ware. Remarkable achieve- 
ments have also been made in 
the design of pottery and fur- 
niture. 

It is interesting to note that 
35,000 small businessmen are 
members of 480 local artisans 
and small industry associations, 
which, through regional organi- 
sations, are combined in a central 
organisation This Swedish 
Artisans and Small Industry 
organisation (S.H.S.O.) has a 
double task, to represent small 
industry and to further its 


development In the export 
field, S.H.S.O., is co-operating 
with Swedish Goods, a private 


organisation, which has estab- 
lished branches on several mar- 
kets for the export of hardware, 
furniture and other products of 
small industry 
Sweden's industry has many 
things to offer to foreign buyers 
In spite of dislocation during the 
war production exceeded the pre- 
war level. Sweden is thus in a 
better position than almost any 
other European country to 
| achieve the solution of her bal- 
ance-of-payments problem. Her 
endeavours are of special interest 
to us since Britain has been 
Sweden's largest customer and 
supplier in recent years and 
Sweden became our leading trade 
partner on the Continent in 1948 


OR the business man who 

needs fast luxurious connec- 
tion with almost every part of 
the globe, Scandinavian Airlines 
System (the combined airlines of 
Denmark, Norway and Sweden) 
offers all that is finest in air 
travel. The pace of everyday 
life is increasing, and this is 
especially true in the world of 
commerce. S.A.S. realise this and 
make a point of adjusting their 
timetables to connect with ser- 
vices throughout the world 

The hospitable atmosphere of 
Scandinavia is recognised the 
moment one boards the aircraft. 
Appetising meals consisting of 
typical Scandinavian food are 
real eye-openers to British 
travellers. 

The extent of the vast network 
of routes now covered by this 
combined airline are still not 
widely known From Gdthen- 
burg or Stockholm one can board 
an aircraft to Osle connecting 
with other services covering Nor- 
way, including the famous flying 
boat service right to the very tip 
of Norway and all parts of Den- 
mark. 

The = trans-atlantic _— services 
begin at Stockholm and travel 


Fesruary 23, 1950 


Air schedules timed for 


business travel 
By A SPECIAL CORRESPONDENT 


via Copenhagen or Oslo and 
Prestwick to New York. This 
service is a great boon to the 
business man in the Midlands or 
northern counties of Great 
Britain; it obviates the need for 
travel to London and the prob- 
lem of overnight accommodation 
By using this route it is now pos 
sible for the business man to 
leave Manchester or Birmingham 
at lunch-time, board the air- 
craft at Prestwick the same 
evening, and arrive at New York 
the following midday, having 
“slept the Atlantic.” 

The Southern Atlantic route 
also begins at Stockholm, travel 
ing via Copenhagen and calling 
at Lisbon, Buenos Aires, Monte- 
video and Rio de Janeiro, Other 
routes radiate a vast network of 
services to Amsterdam, Paris, 
Zurich, Geneva, Rome, Tehran 
and Nairobi. 

This vast network links up 
with other airlines working in co- 
operation throughout the world. 
For travellers not making Scan- 
dinavia their first call, it is still 
possible to book right through 
for your complete journey by 
S.A.S. as one can travel to Paris, 
Amsterdam, or Zurich direct. 


Svenska Gallupinstitutet AB 


(The Swedish Gallup Poll) 


conducts 
Market Research 
Consumer Jury Product Testing 
Distribution Surveys 
Shop Inventory Brand Studies 
Public Relations Research 
Readership Analysis 


Enquiries are invited 
Address SVEN 0. BLOMQUIST, Managing Director 
48 Kungsgatan, Stockholm 
Cables : * Gallupopinion™ 
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Swedish agriculture’s 
own publishing house 


Periodicals 
Lantmannen 
Sweden's leading agncultural trade publica- 


tion. Profusely ilustrated 
Total edition 15,000) copies 


Jordbrukarnas Foreningsblad 
General agncultural publication with a 
predominant edition. Read regularly in 
ever) farmers home throughout Sweden 
Fotal edition 375,000) copies 


Skogsagaren 


Ihe trade paper of = private forestry 
Potal edition 16,000 copies 


innonshladet 


Leading journal specialising in advertise- 
ments 
Total edition 30,000 copies 


Publishing-house 


Publishers of special Interature, school-book 
fiction Several novels translated into 
English and other languages 


Film Department 


producing films and acting as intermediary 
avents for Swedish and foreign agricultural 
films. Extensive archive of films and pictures 
comprising agriculture and subsidiary field 
4 production 


Correspondence-school (LTR) 


carrying on instruction by correspondence 
oncerning agricultural and other subjects 
2OO.000 pupils 


Should you be interested in further 
information regarding these period- 
icals, books or other activities, please 
write to LT’s Publishing House : 
Klara 6. kyrkogata 12, Stockholm, 
SWEDEN. 
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PRESSENS TIDNING 


Bimonthly Trade Paper 


Of 


Svenska Tidningsutgivareforeningen 


(The Newspaper Publishers’ Association of Sweden) 
* 


SWEDISH NEWSPAPER PUBLISHERS, 

MANAGERS AND PERSONNEL HAVE 

BEEN READING THIS MAGAZINE FOR 
THIRTY YEARS 


POST ADDRESS: STOCKHOLM 16 
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ADVERTISER'S WEEKLY Freeruary 23, 


1980 


ASLEEP you need, as a hardworking businessman, a good 


night’s sleep. But you don’t sleep under a baby-sized coverlet, do you - 


No, you want a sound sleep under a large, warm blanket. 


AWAKE 


and when dealing with Sweden, 


you don’t want to choose for effective selling an advertis- 


ing medium for a baby-sized area. No, for effective selling 


you must cover the whole of Sweden. Choose Stockholms- 
Tidningen! Stockholms-Tidningen, in its circulation, is the 
most nearly national of all the Swedish dailies, because 
approximately half of its readers are outside the imme- 
diate trading area of Stockholm. Stockholms-Tidningen, 


with its circulation among steady well-to-do readers, 
spread all over Sweden, is therefore essent.al to every 
selling campaign for goods with better-class appeal. 


To reach buyers all over Sweden advertise in 
STOCKHOLMS-TIDNINGEN. 
daily circulation 1949: 


189,539 copies. 


Average 


Exclusive British 
Representatives : 
Joshua B. Powers Ltd 
14 Cockspur Street 
London, 5.W.1 
Telephone : 
Whitchall 3305 3306 


~ 


STOCKHOLMS -TIDNI 


The Official advertising medium for Stockholm Cit 


and County Authorities 
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Feenuary 23 


PPOINTMENTS VACANT 


Availatle applicants cxcepied 
Enguge meni 
unless 
tuation is alse excepted 
ARTIST RETOUCHER 
well-known scenes of 
Some knowledge of layout and lettering 
necewary Write stating expenence and 
equrcd to 
Box “76 Ad Weekly 


1980 


only te 


required 
knitting lceficts 


180 Fleet St ECS 


McCann-Erickson 


Advertising Ltd. 


wanta 


FIRST CLASS 
CREATIVE 


LAYOUT 
ARTIST 


110 Jermyn Street, S.W.1 
Telephone : Witesall 54/1 


ASSISTANT TO PUBLICITY MANA. 
RM required by Wolverhampton firm 
Well educated young man with son 
experience of the commercial vehicle 
trade and if possible a technical baci 
knowledge of commercial 
would als be an 
prospects for the 
type of man whose chief charac 
teristics should be energy and drive 
Rox 484 Ad. Weckly 180 Fleet St 


Bc4 


PUBLICITY EXECUTIVE 
technica) background required 
wel engineering firm 
Experience in editorial work and 
co-operation with adveriming agents 
des rable Write fully satire age 
aperience and salary required to 
Secretary 

&. R. & F. TURNER LTD. 

Foxhall Works, Ipswich 


PRODUCTION MAN required to take 
arec of all work on @ group of 
accounts Exper enced appli ants write 
fully m confidence two 
Box 708 Ad. Weekly 180 Fleet St BC4 


VISUALISER 
FOR 
DENMARK 


VISUALISER—unmarried, 
some Agency experience, 


with 


can 
obtain well paid position with 
leading Danish 
Agency in Copenhagen 


Advertising 
Work 

The 
open for a shorter or 
longer period, but not less than 


on International accounts 


as = 


position is 


¢ one year. A substantial salary 
is offered 
f Write, giving particulars of 
. experience, age and salary re- 
quired, to 
ie, Box 703 


Advertiser's Weekly, 180 Fleet Se. E.C.4 


EDITORIAL ASSISTANT required for 
well-known business journal Varied 
mteresting comacts for man 
with news semse and writing ability 
Full parvculars of age. experience, etc 
in strictest confidence to 
Rox 45% Ad Weekly 180 Fleet St BC4 


} 
| 


24 letters, igvering pace. pamber 
Additional fee of %4. & 

insertions, 5) oo 1), 10), of 26, 1D) oo 
isertions MUST BE PREPAID. Address 


Leadoa, ECA. 


ARTIST DESIGNER «epcciaiions @ the 
indestrial fic requires asast ant 
capable ot producing firsi-clas finishes 
org nads The work covers Mustrating 
and produina wede maiogucs. label 
and pa.kaging ni and display 
Technical le but not 
s tim £650 iso 
according (oO om ee Write fully 
and in conden 
Box 474 Ad Weekly 180 Fleet St ECS 

JUNIOR ARTIST, with once of two 
veare’ experience, required for Trans 
parent Packaging manufacturers West 
London Say week Canteen 


Bou 475 Ad Weekly 180 Pleet St Pc4 


ADVERTISEMENT 
VISUALISER WANTED 


Must have good sense of design 
and typographical appreciation 
This studio position offers a 
first class opportunity to an 
experienced man who has ideas 
which are based on the sound 
principle of advertisement cre- 
ation and construction. Write 
in confidence stating experience, 
age and salary required—(do 
not send specimens) to 

Box 972 SMITH'S, 100 Fleet Street, £.¢.4 


An interesting and progressive position « 


with 
experience 


available for a Jumor Copywriter 
at least two years Agency 
The applicant preferred will be one 
who hes a icaning towards “see ng the 
* rather than just providing 


idea and copy Apply. Crane Pub 
hory Lid... 9 Quality Court, Chancery 
Lane, WC 2 


W. ROWNTREE & SONS LTD., require 


& Fashion Artist for their Scarborough 
studio Age about 25: the position ik 
a senior onc, Dut an artat who has 
hitherto held « jomior pow will be 
considered if the ability is there Details 
of experience salary required and 
specimens of work should be sem to 
Staff Manager, W. Rowntree A Sons 
Lid., 31°39 Westhorough, Scarborough 


Circulation and publications rep- 
resentative required by THE 
JEWISH CHRONICLE 
Write giving full particulars to 
Manager, THE JEWISH CHRONICLE 
32 Furnival Street, London, E.C.4 


MARKET RESEARCH. 


Laree London 
Agency requires cxperienced Research 
@Man to take charge of tha phase of mm 
activities. He should be under 40 and 
should bave ha agency training in a 
wide variety of investigational work. He 
wil be 


capecied plan the require 

ments, to prepare final reports and 
recommendations, but he will not be 
reluctamt to make calls himecif for 
checking and proving. He will be well 
paid and included in the pension 
scheme 

Box 66% Ad. Weekly 180 Pieet St bt 4 
MALE SPACE BUYER, for well known 
West End Agency 

ts aged 25 tw 27 

sibic w the Media 

Manning and contra 

Agency Ss accounts 

NSatonal and large 

He must know 

plannime and «pace ? 
and have a firs rate knowledge of trade 
and technical prew. He must have « 
picasing = personality an aptitade for 
figures and detail and be neat at his 
work Applications from men without 
the requisite cxperience will now be 
comidered. He will work in « pieatant 

©. hours, 9 4) wo 4.30 no Saturdays 

Cameen profit sharing scheme Wr 
(im confidence) aiwing full details of 
e@ucation and cxperence. stating salary 
expected 


to 
Box 479 Ad Weekly 180 Pleet St BC4 


‘= 
i< 
im 


io oe 


APPOINTMENTS: VACA ; 


tee. APPOINTMENTS WANTED 
other ctanificatioe, 6d. 


7 
STUDIO IRWIN LIMITED 


have vacancy for 
First Class 


ARTISTS 


STILL LIFE & 
FASHION 


5 day week, good wages, 
Only 
outstanding artists should 
apply. Write or telephone 
for appointment 


congenial conditions 


to 


118 Chancery Lane, W.C.2 
Tet. : City 2171 


GENERAL ARTIST required for Agen 


specialising in 


Technical Accounts 
Must be able to produce neat rouse 
from deserters veusl and have had 
Previous Ageficy expericnce Tcieph: me 
or write hoe appaomument o 
Phillips Advertsing Lid. Thanet House 
Craven Road, Wl. PADdington Flee 


i 


ADVERTISER'S WEEKLY 


/ERTISEMENTS 


LAYOUT MAN 


Experienced Layout man 
required to produce 
finished layouts and adap- 
tations. Knowledge of 
typography essential. 


SMEES ADVERTISING LIMITED 
35% Duke St., Manchester Sq.. W.! 
Prove Welbeck O774 


ASSISTANT EXPORT ADVERTISING 


MANAGER ccqured by well-known 
prarmaccutkal and toilet manufacturers 
m Lender Sound knowledge of 
‘ and med. particularly im 
and ( atom markets 
and German, under 16 
esoeliomt prospects for the ciaeltt man 
Full details to Personnel Manager 
Box 7 Ad Weekly 180 Flees S BC4 


A FIRST CLASS 
CREATIVE VISUALISER 


with proved layout ability is 
required by well known City 
Agency to work on nationally 
advertised praducts. Only those 
with previous agency experience 
will be considered. Apply 


Box 709 
Advertiser's Weekly, 160 Fleet St. 6.0.4 


Laven T LETTORING ori requwed 
w cond class work in Stadio A tire 
opportunity for a keen advertising 
“4 Ad Weekly 


180 Pleet St BO« 


who, 


idvancement 
thei 


room for beginners 


We 
whatever 
we 


people can 


plenty of scope 


Write giving 
expected, to 


(Our own personnel are 


offer 
in a leading agency handling 
many of the largest accounts in the country 
of 


details 


OPPORTUNITY 
for able and ambitious 


CREATIVE PEOPLE 
We wart to hear from 


First Class VISUALISERS 


and 


First Class COPYWRITERS 


having had successful experience in 
good agencies, are now ready for worthwhile 
can't 
experience 


attractive 


Box 578 
Advertiser's Weekly, 180 Fleet Street, E.C.4 


awere 


But to really talented 


use 


pedestrians. 


nor have we 


and 


salaries 


career and salary 


of this advertisement.) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACAN 


only 


From 


haps 


NO THANKS! 


Permit us to be blunt. 


Artists who are worth a studio 
salary of £1,000 a year or more 
and are experienced enough to 
know it to be a fact. 


would seem to represent per- 


welcome him with open arms 
and a bottle of sherry. We 
regret we have no vacancies for 
the other 999. Please telephone 
first for an appointment. 


PENTAGON 


Design Services Limited 


9992 


We are 
interested in interviewing 


recent observations, this 


| in 1,000. O.K., we'll 


WELBECK 5445 


PRO! 
by 


Old 
Progressive opportunity 


“THON MAN (Junior) required 
Established Agency (London) 
for young man 


who can mark-up for typesetting, order 
blecks and artwork, and keep accurate 
records Agency experience csscntial 
Write wiving details age and salary 
required to 
Box 476 Ad. Weekly 180 Fleet St BC4 
TYPOGRAPHER. A_ London Adver 
ting Agency requires the services of 
an cxpericnced Man as assistant to an 
Art Director He should be quick 
and accurate at interpreting visuals and 
should be able to spot the best way to 
make intelligem adaptations. If be has 
a sense of design sufficient to ensure a 
minimum of supervision so much the 
better Please send details. in hand- 
writing, of age, past employment and 
salary required to 
Box 701 Ad. Weekly 180 Fleet St BC4 


CLASSIFIED ADVERTISEMENTS | 


352 


APPOINTMENTS VACA 


ANY AMBITIOUS ADVERTISEMENT 
REPRESENTATIVE who is now selling 
on technical or trade journals » 

© anewer this advertisement 
vacancy offers (© the 
successful applicant an opportunity of 
carning a four-figure jncome with pros 

t later Salary 


management |a ‘ 
commission and cxpenses Present staff 


know of this vacancy Write full 
details age, 5 > ence, otc : 
Bou 398 Ad eckiy 180 Ficet St BC4 


WANTED. Weil connected and experi 


enced saleaman, with nal ~know- 
ledge of the East. for London organise 
ation of important group of Eastern 


publications Apply 
Box 570 Ad. Weekly 180 Fleet St EC4 
ADVERTISING REPRESENTATIVE 
wanted for London areca by firm of 
cxport publashers Age and usual 
| ae ® invited 

7 Ad. Weekly 180 Ficet St BC4 


LAMBE & ROBINSON 


2 LAYOUT 
MEN 


who are looking for a change 
from the usual run-of-the-mill 
work, and who are prepared to 
bring their talents and en- 
thusiasm to a rapidly expanding 
agency. 
Both jobs demand agency ex- 
perience. Both carry a good 
salary, depending, in some 
degree, upon that experience. 
Write or ‘phone for an appointment to 

ART DIRECTOR 
LAMBE & ROBINSON LTD 
Sceptre House, 169, Regent 

Street, W.!. 

Phone: REG 4762 


| 


AMBITIOUS YOUNG MAN required for 
Production Department Very good 
opening for a person who is keen and 
enthysiastic tO progress with expanding 
London Agency Write mating aac 
experience and salary required 
Box S75 Ad Weekly 180 Fleet St EC4 


LIKE TO LIVE 
BY THE SEASIDE? 


Around Liverpeol there are some excellent suburbs right 
just the place for the family man to live 
but there are some houses 
and for those who wish to buy, houses are 
available at prices much cheaper than London. 


by the 
Housing is a problem, 
flats to let 


sea, 


costs in the 
only Ss per week. 
S. C. Peacock Ltd., 


to 6s 


In the near future 


are a rapidly 


to the right men 


North are less than London, travelling costs 


one of the largest provincial agents, 
have an immediate vacancy for a first class visualiser 
layout man, quick worker and versatile 

we shall have 
layout men and an experienced copywriter 
progressing firm (handling 
technical accounts) and offer good permanent positions 
Working conditions are 
and there is a Pension and Profit-sharing scheme 
details of experience, salary required and specimens to 


S. C. PEACOCK LIMITED 
21 Leigh Street, Liverpool 


and 


Living 


further vacancies for 
Peacocks 
national and 


pleasant 
Send 


ADVERTISING 


MANAGER 
REQUIRED 


Manufacturer of a nationally 
advertised group of household 
products (factory and offices in 
Barking area) requires an Ad- 
vertising Manager to control 
rapidly increasing appropriation 
and maintain agency contact. 
Applicants must be aged about 
30, fully experienced in all 
branches of advertising and 
capable of controlling all the 
functions of an advertising de- 
partment. A sound knowledge 
of production, print buying, 
typography etc. is essential. 
This is a first class opportunity 
for a young man with real 
initiative to build a sound 
future with a well established 
and rapidly growing organisation. 
Full details to 


Box 101 


ERWIN WASEY & CO. LTD. 
Brook House, Park Lane, W.! 


AVDVERIISING MAN WII INDLS- 
IKIAL BACKGROUND Large 
indusy.al organbawon with cemral 
adverusing)§ 8 deparunent ia Loadon 
require & young cxcculive W handic 
campaigns appealing 10 engmecrs, 
bunucrs, arcaiica ts and indusuy 
gcreraily A good gencral koowicage 
t the technique of adverusng and 
experience in ocaling with cngincering 
products are csscnual Write 
Box (02 Ad. Weckly 180 Fiect St BC4 

JUNTOR COPY CLERK (Male 20-25) 
Proot check. ng, \Voucners, Production 
rouune Salary commensurate with 
ability Call Mark fFawdry Lid., 
Kegency House, Warwkk Suect, W.1 
fre@ay or Wednesday 10-11 a.m 

ADVERTISEMENT REPRESENTATIVE 
with Northern connecuons, required by 
important London weckly Write 
giveng full particuiass tc 
Box 707 Ad. Weekly 180 Fleet St BC4 

ADVERTISEMENT REPRESENTATIVE. 
Young man required for London Office 
ot morning and ecvening sewspapers. 
Good prospects for one with some 
knowledge of sewspaper office pro- 
cedure, proving his abilny and joitiative 
Write giving full particulars of experi- 
ence and saiary expected 
Box 706 Ad. Weekly 180 Picet St EC4 

rt {BLICITY ASSISTANT required, age 

30 ixpericnce in Technical Adver- 
tising esent'u especially Catalogue 
production and Exhibiuons Written 
appliations giving full details of past 
experience, age and salary required, to 
be sent to Office Manager, English Steei 


Corporation Ltd Vickers Works, 
Shefficid 
FIRST-CLASS PRODUCTION MAN 
required. Pra & Co. (Advertising) 
itd. It Albert Square, Manchester 
SILK SCREEN PRINTING. Leading 


firm wants Stencil cutters and operators 
Good prospects and working conditions 
Staff Canteen, cic 
Box 572 Ad. Weekly 
WEST END AGENCY requires Manager 
for Small but growing Outdoor Pub- 
lenny department Good opportunity 
for young man with practical experi- 
ence. Write giving full details of age 
cxperier “ec. etc \ 
Box 574 Ad Weekly 180 Ficet St BC4 
ASSISTANT LAYOUT ARTIST required 
for a growing agency. Position offers 
good scope for versatility. Write giving 
full details and salary required to 
Box 569 Ad. Weekly 180 Fleet St BC4 
LONDON ADVERTISEMENT REPRE. 
SENTATIVE required for Group of 
Overseas Trade Journals. Enginecring 
ee an advantage. Full particulars 


Box 440 Ad Weekly 180 Pleet St BC4 


180 Fleet St BC4 


Pesauary 23, 1950 


THE BRITISH COUNCIL 
invites applications for the post 
of Assistant in the AIDS AND 
DISPLAYS Department, LON- 
DON Headquarters. Duties, to 
design and assemble small exhi- 
bitions, to assemble major exhi- 
bitions, occasionally to accom- 
pany exhibitions overseas, and 
to do some office work con- 
cerning exhibitions. Cand ‘ates 
must be men, aged preferably 
between 24 and 36 years, and 
must have had about two 
years’ experience in either an 
architect's office or a com- 
mercial artist's studio; ex- 
perience of model-making and 
some knowledge of exhibition- 
making, of theatre lighting and 
of a foreign language are de- 
sirable additional qualifications. 
Gross salary according to age, ex- 
perience and qualifications, but 
will not exceed £450 per annum. 

Write, quoting title of post 
and enclosing stamped addressed 
foolscap envelope for application 
form and further particulars to 
the Director, Personne! Depart- 
ment, The British Council, 3, 
Hanover Street, London, W.1I, 
to whom completed forms 
should be returned within two 
weeks of to-day's date. 


ASSISTANT ADVERTISEMENT 
GER required by weil-known 
established group of publishing com- 
panics. Exceptional opening for keen 
man with good space-sclling 
Particulars of age and experience, 
strict confidence, wo 
Box 714 Ad Weekly 180 Filect St BC4 

SKHLED SILK SCREEN Opcrators 
required. Fully experienced men only. 

is 86/88 Uxbridge Road, 

+ 


ASSISTANT (Male) aged 20/25, wanted 
Production Department of West 

Write, giving full par- 
ticuiars of previous experience, salary, 


etc. to 
Box 580 Ad. Weekly 180 Fleet St BC4 


ASSISTANT 
ADVERTISING 
MANAGER 


Manufacturing Chemists in 
the North West England 
require an Assistant to the 
Advertising Manager. Ap- 
plicants should have a know- 
ledge of printing and ad- 
vertising techniques, and 
experience of office organi- 
sation. This is an interesting 
and progressive appoint- 
ment for a keen young 
Advertising man. Write, 
stating age, experience and” 
salary required to 


Bex 573 
Advertiver’s Weekly, 180 Fleet St., E.C.4 


YOUNG LADY required for Advertise- 
ment Department of weekly newspaper 
S-day week Shorthand and typing 
essential State age. experience and 
salary to 
Box 590 Ad. Weekly 180 Fleet St EBC4 

YOUNG LAYOUT aad lettering man 
with a sound knowledge of typography 

required to train as assistant to Art 

Editor on national weckly magazine 

Write for an appointment. stating agc 

poe ge ond, — teduired (do not 

send samples o! 
Box 481 Ad Weekly 180 Fleet St BCA 
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CLASSIFIED ADVERTISEMENTS 


OLD ESTABLISHED Wes 
rs special sng iD r &, 
etc. require 
tive arte Of caperience 
confidence 


Com- 
cul Owls 
a resce™t crea- 

Write tally in 

49509. Samson 
61 Mortimer Sweet. W.1 

Goov ALL ae ND Gereral Arist re- 

quired by > WYHAe stat.ng experi- 


ence and salary required 
Box 585 Ad Weekly 180 Ficet St BC4 
OPPORTUNITIES 

IN 


NEW ZEALAND 


liott’s one of the oldest and 
largest Agencies in the Domin- 
ion, require an all round Artist 
with a flair for figure work. 
They also require a Copywriter- 
visualiser capable of origina- 
ting sound layouts for National 
campaigns 

The positions vacant are at 
our Head Office in Wellington 
and every inducement and en- 
couragement will be offered the 
selected applicants to establish 
themselves in a young country 
with exceptionally high 
living standards. Fares to New 
Zealand will be paid. 

Vacancies also available for 
younger artist and copywriters 
of lesser experience with prac- 
tical Studio and Agency train- 
ing. Send specimens together 
with details giving age, experi- 
ence, qualifications, etc., to 


j. 1LLOTT LIMITED 


Piccadilly House, 33 Regent St. 
London, $.W.1 


PUBLICITY ASSISTANT, Advertisirg 
t { pec alist «6 coe Meerinmge ani 


cturing Company has immediate 


thusiasm for 


Opportuniue 


ar 
man 
on sc .eme 


na 
relevant 
Samson Clara wrlumer 
wi 
man for 12/18 
preparation of 
Ji-known South 


Ad. Weekly 180 Flect St EC4 


MORE MONEY FOR 
COPYWRITERS 


A growing London organisation 
can use three or four first 
class copy-writers in their spare- 
time. lf your work is really 
good, and you wish to augment 
your income ‘“‘on the side’, 
write in complete confidence 
for an appointment. ur 
staff has been informed of 
this advertisement. 

Bex 712 
Advertiser's Weekly, 180 Fleet St., EC4 


Ree hy 


ow 9s TO PUBLICITY MANA. 
ER harmaceut cai Macufac.urers 
requ red Yi ung man of good education 
and personaly, prefcrably with experi 
ence in similar type of busines Some 
of Advertisement layout 

production 
mfiiderce. stating 
salary required. to 


experience and 
715 Ad. Weekly 180 Fieet Si EC4 


= hes 


Young layout man with 
ideas, who has had at 
least five or six years 
first class training in 
producing visuals of 
high quality on national 
accounts and who feels 
like 
widen his experience. 


he would to 


Apply by jetter to 
THE MANAGER, Group "68" 
LONDON PRESS EXCHANGE LTD. 
110 St. Martin's Lane, W.C.2 


LONDON AGENCY REQUIRES Arist 
for i ct.ering and Genera: studio Wore 
Aget.y experience uselul. Very good 
Opporiunny for ise few young man 
Excelent superannuation fac "mas 
Wrice giving details Of age, caperence 
and samary regured, with few spec 
mens of word, if poss Dic 
Box Til Ad. Weekiy 180 Fleet St EC4 

ARTIST good at leticring. wanted by 4 
rapidly expanuing Agency 
Box 561 Ad. Weekly '80 Fleet St BC4 

AN OLD ESTABLISHED COMPANY 
requires fully exper ec ced Space Sale» 
man for Official Golf and Hunt Hand 
books, ctc Sound mela with good 
backing Excellent remuneration ob 
taicable and permancnt position for 
ram man Apply. g.ving full details of 
experience (in conficerce) to 
Box 566 Ad. Weekly 180 Fleet St BC4 


Wanted by large 
London Agency. 


General 
Artist 


At least 3 years’ 
experience in either 
studio or agency 
essential and should 
include some lettering. 
Salary £600 to £650. 
Please apply giving 
full details of 
qualifications and 
experience to 


Box 110 


Ad Weekly 180 Fleet St. EC4 


VEISLALISER LAYOUT 
sound koowledge of wpe and produc- 
required Dy small but rapidly 

trade and technical agercy 

opportunity for enthusiastic 

“ young man Agea.y expert 

ewemial Full devats of cupert 

asc ord salary required to 

Box 499 Ad. Weekly 180 Fleet St 


MAN with 


pce 


ADVERTISING and 
PUBLICITY MANAGER 


required by major electrical 
manufacturer with headquarters 
in Midlands. Preference will be 
given to applicants with a 
knowledge of the electrical 
industry. Age between 30 and 
40. Pension scheme. Apply, 
giving full particulars and salary 
required to the Secretary, 
SIMPLEX ELECTRIC CO. LTD. 
Oldbu y, Birmingham 


ADVERTESING 


tw take 


AGENCY require: man 
charge of. of assist in block 
copy Cespatch department 
Agency fo “ine write 
Siating capericnce and salary required 
, 
Box 489 Ad. Weekly 180 Fleet St 
LADY FASHION ARTIST. 
wamed for Croydos 
Box °9) Ad Weekly 


rca 
experien. ed 
Surrey. Scudi 

180 Ficer St BCS 


COPY DETAIL 
ASSISTANT 


REQUIRED 


Must have had previous 

agency experience and 

have completed national 
service. 


Progressive position. 


Write t 
T. BOOTH WADDICOR & 
PARTNERS LTD. 
27 SHAFTESBURY AVENUE, W.! 


ASSISTANT REQUIRED for Trade four- 
» London (near aker Sireet) 

in space selling cssential 

ad) antagc Stale cxperielce 


requ 
rcs 


‘ 
Weekly 180 Fleet St 
18/19 


TVPIST, weed 
experience, 

secretary 

advancement 
rivatton Sircet 


some ad 

pri: cap. 
opportunities 
& Bowden Lid 


TECHNICAL 
COPYWRITER 


Young, active, experienced tech- 
nical publicity man (with degree 
or pharmaceutical qualification) 
required for advertising post 
(medical and scientific) Central 
London. Congenial, progressive 
permanent post. Good salary— 
Five-day-week. Fullest details in 
confidence to 
Box 584 
Advertiser's Weekly, 189 Fleet St., £04 


Stowe 
wa 


APPOINTMENTS WANTED 


ADVERTISING 
4 


ase 37 


MAN AG ER, 
n First-class 


dustry. London « idtancs 
Box 594 Ad. Weekly 180 Ficet St BC4 


ADVERTISER'S WEEKLY 


APPOINTMENTS WANTED 


SHORTHAND - TYPEST. Private Sec- 
Clerks, etc f you are im 
need of safl, coptac: Embanmy 
Burcau, Excel Howse, Wdncomb Steet, 
we. Whitenal 9924 We 
speciaine in efficent personne 
ADVERTISING MANAGER experienced 
m bow creative and admumestrative 
work, speciained knowledge of food, 
oem and howehold commodities 
Aitermative as Agency copywrier of 
AccoumM cxeculive 
Box 479 Ad. Weekly 180 Pleat St BCS 
ADVERTISEMENT MANAGER. 
markatic record of success iast 
months, desires worth while 
Exper im special feature: and ponal 
,aMpaigns Yiline © accept reason. 
amc salary Hh COMMON on fm 
creased turnover Would have plan tor 
development a1 interview 
Box S8i Ad. Weealy 180 Pieet 
YOUNG MAN, WO. has 6) 
experience cem job 
| ateon media se_ecthon 
keeping visuals Production 
details and planning eahibiion star 
Present salary £520 pa. If you consider 
be migm fh into your organkaton 


S& bC4 
aecmy 


write 
Box 591 Ad. Weekly 180 Pleet St BCs 
LETTERING, LAYOUT. 
5 years trainng, seeks \ 
Oppor — gain caper «nce 
importance 
Box %58 re Weekly 180 Pleet & BCS 


test 


PUBLICITY MANAGER 


seeks change to ‘osition of equal 
responsibility in pr mung, publishing oF 
publicity. Age 33, ex-public school 
Complete practical p. all depes 


er 

Gengner, art 
editor (producing high-ctass illustrated 
books from M5. to bookstall), pro- 
duction manager (in large priaters) 
and teacher of printing desiun and 
layout. is a first-class typographer, and 
editor publisher of 2 small magarines 
is over-enthusiastic and apt te work 
too hard but wants to work with the 
right 

Box 562 

Advertiser's Weekly, 160 Fleet Sc., £.C.4 


YOUNG MAN (25) with personality and 
imalve SCOkS 2 PORTION 10 
Advertscmem Representauve, Loadon 
Hon O89 Ad Wecaiy isu Ficet St C4 D 

PUBLICITY MANAGER © important 
group seeks London appomiment. Pro- 
ic writer Wained ong neer good ad 
minwetiator 
Box 581 Ad. Weekly 180 Fleer Si BO4 

YOUNG MAN with Agency capcrence 
seeks post at Jumor Lopyerier, Good 
fclercmes 
don I¥2 Ad Weekly 180 Fleet St Boe 

VESt ALISER. Creative 

top twat 


. 
> 
- 
_ 


a AR a ANGER On Sch. TaD NY Ale I 


caper. cnce—et 
Loneon agency 


Weekly 140 Pleet St BCS 
EAPERIENCED DISPLAY MAN socks 
siuallon IN Coast town 
Hox 585 Ad Weekiy 180 Fleet St BO4 
GIRL, 164. 6 Credus—Sehool Certificate 
lot Migent, keen, requires post as Office 
jyunior 
Box 567 Ad. Weekly 180 Fleet St BC4 
MIDDLE EAST —! ormer manager 
advertising agency | Cairo 
offers services as Middic Last Agent oF 
Keprose tiaine Sauary of Comm 
1? years ecuperience asi) phases of 
adverimoag 
Box 595 Ad. Weekly 180 Ficetr St EC 4 
ENTERPRISING PERSONALITY seeks 
post represemtauve Of Assistant 
Fust-<lams pos war and pre 
Thorough 
advertising 
Surcet National Press tained 
imetested bona fide publications 
anywhere Good provincial comact 
Abbor changes, bul (his Oe necemary 
Box 495 Ad. Weekly 180 Piet St EC4 
BIRMINGHAM ee ee 
trade tecanical Journals secks cha 
Good knowledge Mdiand indus —7 
cocmechom and proved record Age 
“s Salary and/or commimion by 
arrangemem. Picase write in confidence 
° 
Box S71 Ad. Weekly 180 Pleet St BC4 
ADVERTISING EXECUTIVE, recenuy 
Manager of leading firm in Pakinten 
secks new appomtiment Excellent 
connections in Pakistan and india 
ese 33, Honours Graduate of Cam 


bridec 
Box 568 Ad. Weekly 180 Fleet St BC4 
(Continued on page 350) 
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Advertiser's 


Qs a copy 
40/- a year 
Post free 


(45 / -overseas) 


STOP PRESS 


CHURCHMEN PROTEST 
AT FOOTBALL POOL 
ADS. IN LEEDS 


Leeds Council of Churches 
has drawn attention of Leeds 
Transport Committee to foot- 
bali pool advertisements on 
tram and bus tickets. 

Transport Committee chair- 
man he is asking con- 
tractor to find substitute adver- 
tisements. Contract has just 
been let, but if nothing can be 
done, matter will be reviewed 
mext year. 


“PICTURE POST” 
TWO EDITIONS 
“Picture Post” issue for Feb- 
ruary 25 published for first time 
in two editions—reporting elec- 


tien atmosphere north and 
the Trent. 


DEATH OF SIR MAX 


author 
gd (Wednesday) 

He was the father of 
and Murray Pemberton, of 


a 
ne 

Co. for 32 years, died on Feb- 

ruary 17. te retired in 1938. 


with company 26 


13 specialised publications which have | WAVERLEY BOOK CO. 
Richard N. C. Eede, general 
established a high reputation through- at « ~ "ist. appointed x 
~*~ a Board from March |. Has been 
as out the World for the authoritative MM, 
ae “Sogo England in’ 1935. 
~~ Mature of their contents and their 


FREDDIE HARRADENCE 
value as advertising media F. G. (reitie”) Mervetense 


fy - at - of 
circ r 

All pe lished at F Reveille” until it was acquired 
by “Mirror” group, now ap- 


ted i i 
33, TOTHILL STREET + WESTMINSTER - LONDON ~ S.W.I Bport-in-Print Lid. and’ assoc 
publications. 


Published by the Proprietors, BUSINESS PUBLICATIONS, Ltd., at their office, ar 180, Fleet Street, London, £.C.4. (Phone: Chancery 6844) 
February 23, 1950. Printed by Press Limited at their Great Ticchfield Street, London, establish ment. 
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